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If it's profits you are seeking, 
Then you'll enjoy our play. 


For Apex gives you large discounts— 


The kind you need today. 


Why sell her just a washer? 
Why not sell an ironer too? 
That's the way to double profit, 
And it isn't hard to do. 


Place the “‘Apex Four” into your store . 


A PROFIT BUILDING PLAY... 
IN ONE ACT AND ONE ACTION 


Plus a selling plan that really works 
To bring folks to your store. 

And then instead of selling one— 

It sells three out of four. 


It's so easy when selling Apex, 
When you sell the “Apex Four” 

You double profits with the ironer 
And with the cleane: make much more. 





It sells Apex retrigerators— 
Get the name right on the line, 


For all are packed with selling facts, 


And each a beauty in design. 


Featuring the Apex name. 
Put the “Apex Four” into your sifore 
And you will do the same! 





Now. when it comes to washers 
There is little we need say, 

Just two words “values unequalled” 
That's why Apex leads the way. 


lll. 
Now comes the time for action, 
So do it now—do not delay. 
Clip and sign the above coupon 
And mail to us—today! 


. - and watch your profits soar! 


APEX ROTAREX CORPORATION + Cleveland, Ohio 


West of Denver 
APEX ROTAREX MFG. CO. 
Oakiand, Calif. 


Subsidiary of THE APEX ELECTRICAL MFG, COMPANY 


In Canada 


ROGERS MAJESTIC CORP., LTD, 


Toronto, Ontario 
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‘The 


HE May issue of this magazine 





(and the May issue only) will 





something 

different 
Different in its 
reading matter, in its illustrations and 
its entire 


readers as 
strikingly — fundamentally 


come to its 






than it has ever been. 






format. 





For it will place 
in the hands of the electrical industry 
full 
home. 





the story of electricity in the 





Here for the first time, in one 





complete volume, will be a manual of 
the kind of home and its operation that 
Here 
will be the data necessary to the plan- 


electricity has made possible. 


ning of an electrical kitchen, the plan- 
ning and operation of the home laun- 
dry and the details that save or earn 
the home with this com- 
Here will 
appear the full application of elec- 
tricity to the other parts of the modern 
home, the living room, the bedrooms 
Here the modern story 
of cooking outside the kitchen—the 
informal entertaining, the easy prep- 


money for 


plete electrical equipment. 


and nursery. 


meals that electric 
table appliances provide. Here also 
the story of home cleaning by elec- 
tricity—the labor free appliances that 
make dirt with the Wind.” 
We are telling the fascinating story 
California, 


aration of casual 





“Gone 


of electrical living in 


pioneer of the Home Electrical. 














Merchandising Month 


ELECTRICAL MERCHANDISING BLOWS ITS OWN HORN 


An amazingly effective promotion 


on lighting has been developed — 
“better light, better sight” is pro- 


ducing a revolution in home light- 
ing. And here the story is pre- 
sented in relation to the entire home. 
The I.E.S. lamps—fixtures that are 
good decoration—details of indirect 
and soffit lighting—garden lighting and 
holiday lighting. Air conditioning 
which enjoys a whetted public interest 
together with an almost complete 
public ignorance of its true meaning 
and function, will be fully covered. 
The relation of insulation to home 
heating and cooling is made clear. And 
the different systems now on the mar- 
ket are classified and described. 


UNDAMENTAL to all home use 

of electricity is good and adequate 
wiring. Its importance cannot be over- 
emphasized in relation to the sale of 
appliances, lamps, radio and the not 
less important factor of keeping them 
in use after the sale is made. Here 
the story of wiring will be told. Both 
in vivid promotional pages to drama- 
tize the value of adequate wiring and 
in a brief manual for reference with 
layout and plans. Like other sections of 
this issue, the wiring section will be of 





equal value in the sale of both wiring 
and modernization of new homes. 


HIS complete electrical home in 

print represents months of plan- 
ning and work. The staff of ELEctr1- 
CAL MERCHANDISING is under great 
obligation to the large number of ex- 
perts in all lines who have prepared 
substantial portions of the work and 
who have checked the resulting ma- 
terial for accuracy and completeness. 
Among the many who have thus: given 
the industry the benefit of great knowl- 
edge and experience are well-known 
the 
prominent women’s magazines, home 


writers on home connected with 
service experts, lighting experts, air 
conditioning engineers, members of the 
staffs of industry associations. 

It is a big undertaking and our ex- 
pectation is that the finished book will 
have a definitely favorable influence 
on the industry objective of better 
home electrification and the resulting 
business that will come to every branch 
of the electrical industry. 


Peeper 


Epitor 
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Kansas City 


In July, 1936, ELECTRICAL MERCHANDISING 
surveyed Milwaukee on retail selling practices . . . This 
latest study presents the facts on Kansas City, Mo., 
where it is improving dealer merchandising practices 
and stimulating appliance salesmen to a new realization 


of their opportunities 


By Gerald E. Stedman 





Here's one of the retail salesmen's sales schools, sponsored by the Electric & Radio Association of Kansas City, during the survey of 
sales training practice sponsored by ELECTRICAL MERCHANDISING 


vastness of its fortlike Liberty Me- ciation of Kansas City, also vice- mencement exercises. This course 
morial, 218 feet high and with its president in charge of sales for superintended by trained instructor 
perpetual light signalling the earnest- Kansas City Power & Light Company, in accounting, blueprint reading a1 
ness of community life; the clean, tall is a decisive dynamo, human and lov-_ sketching, bookkeeping, business Eng 
kyscrapers of incomparable architec able, with more sound promotional lish and law, company operation, d 
ture; the many hills, parks and pic- ideas in his bonnet than many utility ferential equations, electronics, i: 
turesque drives; but even further, the executives. He knows human relations terior decorations, personal efficien 
richness of its homelife as proved by merchant relations, and is inspired salesmanship, and on down the 11 
the high saturation for electrical ap with the desire to do an excellent job. for employees or all who desire 


pliances. We selected Kansas City as He wastes no time. Punching a but- improve themselves. He’s a wh 
the second of these city-wide research ton on his inter-office telephone, he bang, but shucks, this article is 


ind sales training projects because it reaches everyone, and gets more flash about him—except to say that 
almost opposite to the Milwaukee action than most men I’ve met. You’re eagerly attended every merchant a1 
picture; more difficult and, paradox- going to hear a lot about him in the salesman meeting which shows he 
ically, more hopeful for many reasons. utility years ahead. It was he who _ still willing to learn. 
But I can’t deny myself the pleasure ordered this city-wide research and Then there is Jerry Weston (G. V 
of saying that the business life of sales training program. are the initials for he doesn’t | 
Kansas City has a throb and a bang He keeps things humming. A “Gerald” any more than do I). fF 
that recognizes no defeatism, and that meter-reader census of refrigerators seven, successful preparatory years | 
carves its trail ahead to new records owned by first-floor families has pro- was executive secretary of natio! 
of appliance sales accomplishment. vided merchants with a spring cam-_ trade associations with Chicago hea 
\ little about the guiding spirits paign list of prospects. He has a quarters. Thereafter, he has spt 
behind this movement: Joseph F. range and ironer campaign in the thirteen years as manager of 


Porter, Jr., (just call him Joe) presi- offing. He runs a complete educational Kansas City Electric & Radio Ass 
dent of the Electric and Radio Asso- division climaxed with authentic com- ciation at Kansas City. He has m 
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day 
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of 


ivities that you can shake a stick 
at and does all of them as an artist. 
With a big Rotarian heart, and a 
ractice of doing “first things first,” 
s as able an executive secretary as 
lave ever seen and under the mass 

unsung detail he gets no nervous 

ikdowns. 

Behind these exceptional talents 

re was mustered as keen a group 

distributors, merchants and sales- 

n as has been my pleasure to know. 
) the project was destined for suc- 
cess far before my staff and I blew 

to town. 

Since everything good must pro- 
gress, the next city-wide activity along 
s line will, wherever possible, have 
an essential element the creation of 
a centralized manpower enlistment 
plan during the first week, throwing 
such enlisted novices into the meet- 
ings for sales training and, thereafter, 
assignment of them to cooperating 
merchants. This is the only major 
factor that was not covered in the 
Kansas City exploit. The chronologi- 
cal sequence of activity follows: 


FIRST WEEK: February 23rd, we 
talked before the Kansas City Electric 
& Radio Association meeting at noon, 
launching the campaign and that night 
addressed an assemblage of merchants 
and. salesmen (about 200 attended) 
where the program was outlined and 
Electrical Merchandising  question- 
naires to distributor wholesalesmen, 
merchants and salesmen were handed 
out for fill-in within the next four 
days. My staff and that of Jerry 
Weston followed through on all who 
cooperated to see that such question- 
naires were returned for preliminary 
analysis before the training meetings 
of the following week. There’s a lot 
of detail to this but we’ll skip it! 


SECOND WEEK: March Ist-6th, 
ised upon facts of the city-wide re- 
arch reported herein, and upon the 
essons learned from contact with ap- 
iance merchants and salesmen who 
re my personal friends around the 
uuntry, we conducted four morning 
raining meetings for retail salesmen; 
ree luncheon meetings for whole- 
ilesmen; three evening meetings for 
merchants; giving them in each case 
e most practical and useful informa- 
m from which immediate results 
uuld be expected when applied the 
xt day. Outlines of these training 
speeches were furnished on succeeding 
rnings, the last being mailed. 
-gistrations were required for those 
aitending each session, to properly 
ialify each for the aggressive re- 
geration program which this cam- 
ign prefaced. 

During this week, our address be- 
re the Kansas City Chamber of 
mmerce gave a further city-wide lift 
tc the enterprise. 
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THIRD WEEK: We called back 
on most merchants and retail sales- 
men to discover the progress being 
made, to get human interest stories 
and give individual advice. During 
this period my Milwaukee staff of 
analysts were making the final inter- 
pretation contained herein. Further, 
led by an outstanding Kansas City 
merchant who assumed responsibility, 
eutside the association, of pulling all 
merchants into a meeting, we were 
ible to lay the ground work of a con- 
cordat which bids fair to rub chiseling 
from this market. Rules and regula- 
tions were agreed upon, and a com- 
mittee of 12 merchants was appointed 
to establish a code of ethics. It was 
decided to engage a paid shopper to 
police all establishments, and with the 
cooperation of all merchants the solu- 
tion to the problem of bad trade prac- 
tises which has been slightly more 
rampant in Kansas City, because of 
the unusually high saturation of most 
appliances, is near at hand. 


FOURTH WEEK: Sponsored by 
the association and backed by the 
utility meter-reader survey of refriger- 
ation prospects, each duly certified re- 
tail salesman attending the sales train- 
ing sessions, was provided with 25 
prospects. This promotion provided 
him with one of a set of six Pyrex 
custard cups for each prospect, to 
leave on call, the remaining five to be 
provided the prospect when she called 
at the store. In addition, the salesman 
received ten cents for each prospect 
call where he went through the re- 
quired motions and returned the in- 
volved cards, properly filled in. The 
entire program, which there is not 
space to detail, adds up to a sweet- 
heart of a follow-through. 

In addition, the Kansas City Power 
& Light Company intend to keep the 
sales training course alive 50 weeks 
each year by using a dramatic series 
of weekly sales sketches provided by 
the writer. The training activity, and 
its effectiveness has been proved by 
the letters and sales examples I have 
already received, still gave the boys a 
severe allopathic dose, since we were 
covering the entire range of training 
essentials in four lectures. Such train- 


IGerts the FACTS 


ing is only valuable as it gets into 
their daily habits. The problem is to 
carry the good start on with weekly 
homeopathic doses of dramatic nature. 
This is provided. 

With the perfection of procedure 
resulting from the successful Mil- 
waukee and Kansas City operations, 
with the firm conviction that such 
city-wide research is required to base 
more intensive merchant and _sales- 
man activities on a finer plane of fact- 
efficiency, and with the realization that 
far more can be accomplished by an 
unselfish city-wide movement in which 
all distributive, associational, utility, 
merchant and retail sales factors co- 
ordinate; Electrical Merchandising 
intends to sponsor more of these 
events. Fortunately, I shall have the 
opportunity of superintending them. 
Imagine the great value to the appli- 
ance industries to be able to compare 
the following salient features, city by 
city as such activities progress. The 
pattern will cover refrigeration, 
ranges, washers, ironers, radio and 
water heaters. Depending upon the 
time of year, each campaign can be 
pointed to the appliance then empha- 
sized. For example, in Kansas City, it 
was refrigerators. 

Let’s dispense with the backstage 
considerations and lift the curtain on 
the main show as revealed in Kansas 
City. To provide an interesting judg- 
ment between two major markets, we 
will compare findings there with those 
revealed by the Milwaukee | study. 
And, to get a better glimpse of the 
picture which can be applied to other 
markets, let me say again that the two 
cases are almost the direct opposite. 
Kansas City has 125,000 domestic me- 
ters, exclusive of the Kansas area. 
Milwaukee has 169,470 domestic me- 
ters. 

In the case of refrigeration alone, 
let no one say that high saturation 
stops a market from profitable selling. 
Kansas City has a saturation of 60 
per cent, compared to the national of 
41.1 per cent, which should make it 
tougher to sell refrigerators there than 
in Milwaukee which has a low satura- 
tion of 29.6 per cent. Yet former sold 
17,500 units in 1936 compared with 
Milwaukee’s 9,000 (even though Mil- 





G. W. WESTON 


Secretary-Manager, 
Electric & Radio Association 
Kansas City, Mo. 


waukee showed a 50 per cent sales 
gain for the year against the nation’s 
average of 30 per cent). Another 
way to look at it is that, with a higher 
saturation, 1936 Kansas City refriger- 
ator sales were 7.2 per cent of total 
domestic meters while that of Mil- 
waukee were only 5.2 per cent. I 
haven’t space to analyze the two mar- 
kets further but here the table is 
printed at the bottom of the page. 

Now let’s dive into the deluge of 
data uncovered in Kansas City and 
compare it with Milwaukee. Wish 
there was space for detailed deduc- 
tions, but there isn’t. Draw your own 
conclusion, after studying these statis- 
tics well. 

In Kansas City, only 69 per cent 
of appliance salesmen are married. 
compared to 89 per cent in Milwaukee. 
They ought to do something about that 
down there because, the country over, 
married bliss is worth a bogey of 
at least 60 per cent. Something’s 
wrong in K.C. though, for the pres- 
ent income of the latter is only six 
per cent greater, and the desired in- 
come is only 15 per cent more. 

If a salesman can get his wife to 
work for him, he multiplies himself, 
but such enlargement of results isn’t 
proceeding as it should in Kansas 
City. Only 31 per cent of the fair 





BASIC COMPARISON OF APPLIANCE MARKET CONDITIONS 


KANSAS CITY, MO. 
Domestic Meters — 125,000 


MILWAUKEE, WIS. 
Domestic Meters — 169,470 





No. of homes Percent No. of homes 
owning 1936 Percent National owning 1936 Percent 

Jan. 1, 1937 unit sales saturation saturation Jan. 1, 1937 unit sales saturation 
Refrigerators............ 75,000 17,500 60% 41.1% 50,000 9,000 29.6% 
, i eee 90 ,000 6,000 72 §2.5 100 ,000 6,500 65. 
Vacuum Cleaners....... 115,000 6,500 92 48.9 110,000 10,500 65.2 
Electric Ranges......... 16,500 2,500 13.4 Pe 10,750 2,050 6.4 
ia ah mo caikin Basha 120 ,000 15,000 96 78.6 160 , 000 22,000 94.5 
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pared to 69 


And 
SELLING HELP OF WIFE 
kh... Milw. 
Yes 31 6l 
No HY 39 
AK. C. Milw. 
Word of Mouth Adver- 
tising 37 ) 
Furnish Prospects 31 20 
Demonstration 0 20 
Clerical 19 20 
Sugyestion- 13 0 
je 
Kt \\ 


APPLIANCES OWNED BY SALES- 
MEN'S FAMILIES 


Owned Selling 
h.¢ . Milw. h.¢ . Milw. 

Radio 92 61 
Refrigerator. 66 $4 59 100 
Washer 54 92 61 7 | 
Gas Range 38 76 6 38 
Electric 

Range lt 20 8 7 
lroner 16 2% 51 
Hot Water 

Heater (gas 53 it 6 1 
Hot Water 

Heater ele« ; 12 23 20) 

the K 


EARNINGS PER MONTH 
Made Wanted 


Kansas City $142.00 $170.00 
Milwaukes 151.00 157.00 
i il 
SALES TIME DEVOTED 
At 
Store Outside Both 
Kansas City l 29 TO! 
Milwaukes 7 % 5 
| i ip i 
be } ent K.¢ 
‘ i { a lget el 
M ul > i ince 
I t nent t 
K.¢ 1 9.3 ITS [x 
d l to M 
¢ 3 ) 
Mia ‘ 
i o ) () 
( 1 en spe > 4 
u . n prospe 
(58 il » 6 hou or M 
VAUKE (57%) Both ou 
] ] 7% flect € 
‘ 
Sale U tore retwee! 
t ( t vary LC 
(KA 39%, J IB% ) do sal 
) K_( 65° Mil 
62% 1 durin ie 
iy (KAC 18 Mil. 40%) nor d 
iles cl t (K.C. 52%, Mil 
(yi) iad 
we 
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ng alone in K. rom the experience of the average 
t compared to Milwaukee salesman in each city, the following 
in it be that an aver pertinent data is revealed: 
BE OF SINGS SCHED BFE VENI, a. Number of canvass calls 
needed to find electric refrigerator 
prospect, K.C.15.7 Milw. 13 
b. Owner calls needed to find an 
electric refrigerator prospect, K.C. 
1 6.5 Milw. 4.9 
=O c. Presentations needed to close 
heat on electric refrigerator sale, K.C. 
re night wor! 3.7 Milw. 4.2 
or thats d. Demonstrations needed to gain 


Kf housewives, spun tron 


i hoth buying factor an electric refrigerator sale, K.C. 
often found togethet 2.6 Milw. 2.2 

e. Average total contacts made 
per week, K.C. 54.8 Milw. 93.6 


f. Average serious sales presenta- 
. tions per week, K.C. 16.8 Milw. 
SO ) nad itll the necessity ot in 22.8 
rating terms ne nt ol g. Average total electric refriger- 
iles presentation Ye gods, ators sold per week, K.C. 3.8 
| had space to tell vou the ex Milw. 3.6 


1 : 1 e - 
Li speak ng, the average 





' salesman of both cities is about on a 
d are surely going par. Owner calls continue to be the 

: best source of prospects. The above 
K.C. salesmen can strengthen their table is very useful to the enterprising 
weekly 
wn bv mtact plan and in comparing his own 
yperation with the average—after all, 


SALES APPEALS EMPHASIZED IN in artist wants always to exceed 


resentations in some ways as Salesman in working out his 


AVERAGE PRESENTATION iverage and this provides a basis of 
K.C. Milw. — comparison. 
Appetite 30% = 4A We can only highspot the facts from 
Family Affection 32 37 ' + , , . 

; - the retail salesman’s survey herein. 
Health Protection 89 100 : ie, 
Pleasure and Hospi- You ought to have seen how they ate 

tality 68 63 these data up when presented during 
Comfort and Con-  _ the training meetings. The attendance 
venience 95 100 ; Re Sa , ee 
; record for the four sessions was: First 
Use-Savings and waite _ : 
Economy 95 100 lay, 237; second, 222; third, 241; 
Pride of Possession 77 85 fourth, 253 (swelled by having many 
7 Senet 4 QT ° . > J P ” 
Sanitation 8 a of their wives with them which neces- 
Installation Buying ‘tated snctiine tn the weed tall 
Method 78 82 ated a meeting in the grand ba 
room of the President Hotel). Each 
Chere u re to further got a “Certified Salesmen’s” card. You 
ning of salesmen by merchants, as ought to know the reports and letters 

» and utili n regard tO | have since received as to how these 

ules) presentation ntials Uh forceful fellows are putting the facts to 
i re le ten indicates a K.C work—sorry, no space! But from the 
. ) , 
esenta ffectiveness of 42.1 pe evidence already at hand, we’ve proved 
P ] , ) . . ° a 
iwainst Milwaukee 1.8 per cen that earning power can be increased 
t bad but t in be ore atly 30 per cent. 
ved Now, hastening along, the dealer 
Ts the buvit reasons stress¢ yy . o's . . —_ 
ny ins AsOn essed by facts arising from this K.C. survey 
he ™ s ealeemas r ¢ ; tale 2 
thesia Mv wie easeliboasias and compared with Milwaukee: 
1 i iuker 


BUYING REASONS STRESSED TYPES OF DEALERS 


K.C. Milw. K.C. Milw. 
Design 72% 74° Department store..... 5% 11% 
Construction 91 100 Hardware store....... 5 0 
Color and Finish 36 70 Furniture store....... 10 22 
Mechanism 84 89 Specialty Dealer... . 0 22 
Use-Savings 84 96 Radio Merchant...... 0 34 
Beauty 74 78 Auto Dealer........ re 5 0 
Convenience 84 100 Filling Station........ 5 0 
Company Standing 91 96 Public Utility....... 10 ll 
Dealer Standing 58 78 How many salesmen do 
Plus-Values 54 70 you regularly main- 
Price 57 18 a ire cedure dcr 5.0 4.5 
Terms 68 93 How many sell outside 
Any others l 1 of your store........ 4.4 3.0 





PRESENTATION ESSENTIALS STRESSED 
Like More 
Cover Now Information 


K.C. Milw. K.C. Milw, 


1. Dramatic description of product features 62° 929% 38% 19°, 
2. Sell the difference oie ne ae 77 39 12 
3. Proof of each major sales point , 61 85 31 12 
. Justifying fact refrigerator pays for itself 77 100 36 4 
Appeal to impelling motives............ 28 50 50 31 
6. Appeal to prospect senses..... . 45 50 41 35 
7. Appeal to reasons influencing pure chase. 68 73 39 15 
%. Gaining agreement on sales arguments. 54 81 35 15 
9. Effective expression and delivery... . 47 58 52 35 

10. Correct progressive thought movement 

of sales talk.. .. 42 38 60 40 


APRIL, 


Because K.C. is far more saturat 
specialty dealers are more importa: 
But the manpower per dealer, co 
pared to the added K.C. saturation 
sistances, is not what it should |x 


APPLIANCES HANDLED 


Now handle Expect to add 
K.C. Milw. K.C. Milw. 


Radio 89°; % ls 0° 
Refrigerator 79 89 5 11 

Washer... . 100 78 5 il 

Gas Range. 74 55 5 0 

Electric 


Range... 53 14 32 0 
Water 

Heater 37 +4 0 0 
Ironer. .. 69 89 11 ll 


The above is chiefly interesting 
manufacturers and distributors 
we've got to make these projects 
casionally useful to them too. 
distributor sho 
sharpen his merchandising counsel 
functions as is shown by the fact that 
only 53 per cent of merchants in K.( 
and 60 per cent in Milwaukee beli 


The appliance 


he is rendering all the sales support 


he should. After all, it is the sal 


man and merchant in this appliance 


business that rule—better please th 


MERCHANDISING ESSENTIALS 
UPON WHICH FURTHER 
INFORMATION IS DESIRED 


K.C. Milw. 


Hiring Salesmen....... 75% 4A‘ 
Training Salesmen..... 75 67 
Sales Meeting Procedure 35 14 
Incentive Contests for 

Salesmen SrbDa cue ike 5 33 
Stock Control.......... 10 33 
Window Display Paves 89 
Floor Display.......... 50 14 
Departmentalization & 

Store Planning....... 10 22 
Group Selling.......... 10 22 
Outside Selling........ 55 33 
All Product Represen- 

as aie aia kare td 5 22 
Advertising Proeedure,. 25 33 
Publicity Procedure.... 15 22 
Consumer Finance 

RE chads taennaw as 5 33 
Use of Promotional Ma- 

a a Se 5 33 
Traffic Pulling Stunts.. 50 67 
Trade-In Allowances... 45 56 
ae 15 tt 
Demonstration Plans,.. 15 44 
Equipping Salesmen... 35 89 


The above is a good pattern 
each distributor to follow in the « 
tension of his merchant 
activity. The relative percentag 
indicate the importance of the pa 
ticular element. There is a fait 
close correlation between K.C. a 
Milwaukee data, both of which agt 
within general limits to the natior 
statistics in my possession. Let ea 
K.C. distributor, or anyone else, 
this as the pattern in schooling 
wholesale men towards greater m« 
chant support. 

The fact that this is needed in K 
is shown by the fact that in only 
per cent of all merchant cases, is the 
an organized plan to make salesn 
study better selling methods, as co 
pared with 69 per cent in Milwauk 
They are smart in that gateway to ' 
Southwest, but not so smart as to 
away with not helping salesmen in 
organized manner, particularly un 
the heavy saturation involved. 
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RETAIL SALES TRAINING 
INTEREST 
subjects believed most important 
for salesmen to gain further 
information 
K.C. Milw. 
Qualifications of Suc- 


cessful Salesman..... 55% 63% 
The Need for home Ap- 

pliances....... 15 38 
Refrigerator Facts, 30 63 
Washer Facts.... 15 63 
kitchen Range Facts 15 38 
lroner Facts...... 10 38 
Water Heater Facts...* 0 0 
Radio Facts....... 15 0 
The Market for Appli- 

ameces...... ale 25 38 
rhe Selling Process 15 50 
Finding the Prospect 65 38 
Classifying Prospects 55 50 
Sales Presentation Ideas 30 63 
Selling the Difference... 40 63 
Proof Selling... . 30 50 
Demonstration Ideas 40 63 
Answering Objections. . 60 75 
Justifying the Purchase 

from Savings Created. 30 75 
Sales Approach....... 60 
Sales Closing Procedure 70 75 
Handling Competition 50 75 
Sales Supervision, 25 38 
Use of Selling Tools 25 50 
Using the User..... 20 50 


This should provide a good weekly 
sales training pattern for the alert 
merchant. Detailed data on éach of 
these essentials can be gained from 
reading Electrical Merchandising, or, 
in Kansas City, by reference to the 
association. 

The subject of regular sales meet- 
ings is all-important, and too many 
merchants, everywhere, are overlook- 
ing their importance. In K.C., only 
47 per cent hold sales meetings com- 
pared with Milwaukee’s 45 per cent. 
Something ought to be done to increase 
this percentage. A bet is being over- 
looked. The record of sales meetings, 
among the less than half holding them, 


1s 


Daily Weekly Monthly 
Kansas City 44% 4% 12% 
Milwaukee 50 50 ee 


Furthermore, the average merchant 
is overlooking a big bet in not en- 
couraging the help of the salesman’s 
wife—she can make or break him. 
Only 53 per cent of K.C. merchants 
(Mil. 25%) attempt in definite ways 
to secure such support. Only 40 per 
cent of K.C. merchants (Mil. 10%) 
set personal quotas for their salesmen. 
Merchant success is predicted upon his 
management manipulation of sufficient 
manpower—there is no way to gain 
greater volume and profit. 

For the first time, we have attempted 
to diagnose the confidential statistics 
shown in the above table. There can 
be no comparison with Milwaukee, 
but this will be standard in following 
It does permit the 
merchant, anywhere, to measure his 
individual operation and _ condition 
with that of the 
merchant. 


city-wide surveys. 


average K.C. 


MOST DIFFICULT SALES 
PROBLEMS 
K.C. Milw. 


Hiring and Training 

Good Salesmen..... 36°; T% 
Price Competition,.... 28 30 
All others 36 3 


This indicates that the really great 
problem, as reflected in our national 
studies, remains the hiring and train- 
ing of salesmen in each individual 
market, and that is why Electrical 
Merchandising is sponsoring such 
city-wide research and sales training 
movements; believing that through its 
unselfish leadership, a fundamentally 
successful job can be done which has 





c. What was your total unit 
volume in 1936? 


d. How many units do you 


f. What percentage of sales 
are for cash........ 
gz. How many units on the 
average, did each of your 
salesmen sell per month 
in 1936 (units, not dollars) 
How many total units do 
you maintain in floor dis- 
oO” Se ere f 
i. How often do you display 
these appliances in your 
windows? (State approx. 
number of weeks per year) 
j. State the total stock in 
number of units usually 
maintained?. . 


h. 


= 


k. Do you maintain a dem- 
onstration unit on your 
floor in operation? Yes 

No. 





AVERAGE UNIT VOLUME 


Refriger- Wash- 
ators ers Ranges Radios Ironers 
a. What was your total unit 
volume in 1934? 433 382 611 275 a7 
b. What was your total unit 
volume in 1935? 116 188 492 256 2° 


5 184 296 412 22 


expect to sell in 1937?, 744 158 138 407 42 
e. What percentage of your : 
sales come from store sell- Store Store Store Store Store 
ing and outside selling? 3 19 47 10 32 
Out- Out- Out- Out- Out- 
side side side side side 


64°; al 53% 60° 68°; 


and on time............ 88 


22 15 16 15 
78 85 84 85 
2 3.5 11.2 3.7 
0 11.8 25.0 35.0 1 
8 13.6 52 52 52 
3 26.6 105 92 1] 
Bl, 63°; 100% 100% 100°, 


KANSAS CITY 
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certainly been proved by the successful 
results of the two projects illustrated. 

A complete analysis and interpreta 
tion of the situation among distributor 
wholesalesmen was an essential part 
of the K.C. project. 
lacks sufficiently widespread interest to 


However, it 


Since a detailed an- 
been provided to 
Weston, which he 
for release t 


include herein. 
alysis has Jerry 


will mimeograph 


» cooperating merchants 
and distributors, anyone interested may 
persuade him to furnish a copy. Ob 
viously, all details of such a huge 
market study cannot be 
within the space at our disposal here. 
There are many salient 


compressed 


facts which 
are not of national value, but which 
are extremely pertinent to the local 
situation, which are provided in these 
silent 
Electrical Merchandising services. 


studies—that is one of the 


Due to the unusually dominating 
position of the leading newspaper of 
Kansas City, it did not see the ad- 
vantage of cooperating with this city- 
wide movement, and so a general con- 
sumer study, such as formed a part 
of the Milwaukee survey under the 
sponsorship of its leading newspaper, 
was found to be impossible. Since 
the saturation of K.C. is known and 
since the price attitude can be gauged 
among owners, it is questionable 
whether anything was thus lost. 

\ complete study among refrigera- 
tor owners, based upon support of 
cooperating distributors (only one re- 
fused) in supplying lists, of names 
and a questionnaire mailing by the 
association to a list of 5,000 users 
thus assembled, is the basis for the 
continuing data. 


OWNER APPEALS INFLUENCING 
REFRIGERATOR PURCHASE 

K.C. Milw. 

Appetite 51.0% 57.8% 


Family Affection 17.0 56.4 
Pleasure and Hos- 


pitality... . 35.7 46.1 
Health Protection. 68.1 65.4 
Comfort and Con- 

venience... ; 82 0 83.5 
Pride of Possession 35.0 21.8 
Cleanliness and 

Sanitation . 69.4 78.2 
Social Distinction 10.6 11.5 
Fear..... . 38.3 39.7 
Economy. ; 76.1 70.5 


It is beyond me why so many ot 


these crucial closing considerations, 
such as vital difference, self-financing 
ability, responsibility _ etc., 
should be so negelected by salesmen. 
It certainly indicates the latitude of 
training that is as vet required. Here 
is a perfect chance for the merchant 
and salesman to increase his effective- 
ness measurably. I have always said 
that the whole of successful appliance 
selling can be summed up in the single 
sentence: “See more people and tell 
a more effective story’—the latter 
part of which can be done by analyz- 


dealer 


ing carefully what is needed in the 
foregoing two __ tables. \ppliance 
salesmanship is out of the racket era, 
and into a sound profession—we need 
artists who will take time to analyze 


such facts as these and benefit by 
them in the improvement of their pres- 


entation and closing procedure. 


SIZE OF MODEL OWNED 


Cu. Ft. K.C. Milw. 
10.. 8% 1.4% 
, : 7.8 2.8 
ic ake 10.9 8.3 
7-614. 36.4 41.6 
6-54. 30.2 26.4 
5-44.. 8.5 16.7 
1 and under ; 5.4 2.8 


A beautiful job has been done in 
Kansas City on “selling up” 
to Milwaukee—the 


too consciously a 


compared 
latter has been 


“price town” in 


merchant minds. However, the most 


extravagant refrigerator purchase is 
one too undersized to tit family needs, 
and the retail price is not a considera- 
tion—it is an item that finances itself 
if the right size is sold and bought on 
convenient installment terms My 


hat’s off to K.C. on this! 


WHAT WOULD YOU CHOOSE IF 
BUYING AGAIN 


K.C. Milw. 
Larger model 23% 13% 
Same Size 75 4° 
Smaller.. 2 2 


This indicates the power of creat- 
ing a market 
larger 


replacement 
initial sale of 


better 
through the 

models. I’d worry less about a price 
situation in the next five 
K.C. than I would in 


years in 
Milwaukee ! 


MAKES INSPECTED BEFORE 


BUYING 

Number et Milw. 
0.. 10.0°, 4.5% 
Be ras 5.8 7.8 
ae 10.0 13.4 
| 16.7 25.4 
eee 16.7 11.9 
eee of 15.8 11.9 
6-10. ey 22.4 17.9 
Over W....... 4 2.5 7.8 


Take a look again at the foregoing 
table and realize anew that today’s 
feminine shopper is shrewd. She buys 
comparatively, and after a very 
thorough inspection of leading re- 
Don’t try to kid 
her, she usually knows more than do 


we. 


frigerator brands. 


BUYING INFLUENCES 


K.C. Milw. 
Presentation of 
Salesman 19.9% 15.5% 
Demonstration of 
Use-Values 28.2 38.0 
Proof of Claims 18.3 26.8 
Testimony of Users 36.6 19.3 


Comparison of Dif- 
ferences. . 53.4 10.8 
Estimates of Use- 
Saving Influences 37.4 38.0 
in both 
These 
carry ‘losing 
weight. Why weren’t they more often 


Pretty sorry situation here 
cities. The consumer rules 
six factors terrific 
employed ? 


REALIZATION OF USE-VALUES 
BEFORE OWNERSHIP 
Question: Did you fully realise 
what an electric refrigerator would 
do for you before you owned one? 


K.C. Milw. 
Yes 63.2 66.6 
No 36.8 33.3 


maintains of 
in advance 
a little more appeal to the sense of see- 


ing, tasting 


The problem» still 
making the prospect see 
feeling, hearing, manipu 
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; / I ” his survey was thé opening SI 
low 1) t important activity. In vier 
} f fact that | building and 
new home market fers such a 
Hud reat opportunity to the electrical «a 
ty 1s a whole, we mmend thi 
le by Mr. Skinner to the atten 
lata he n of all electrical men. It states 
th aqreat clearness a sound and 
} 107 ent li al 
Epitor’s NOTE 
. 1 later date \ppliances and equip- 
ta nt go into a ho naturally and 
ni ly at the time it is being built or 
pa modernized. It is slow work trying 
place them one at a time in exist 
g hom Our problem is to find a 
which community thinking 
be influenced so that automatically 
ire built or rebuilt our 
vill be roperly provi led for 
Today there is a tremendous na 
ial and local interest in housing 
| ling l I lential field pra 
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t R ul Ww it the popul yn of the country 
é 1 been sin eadily The result 
\ u i def e shortage of proper hou 
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Plat ty tior than o s but general 
Be I ighout the country. Statistics is 
e wa ied by the Department of Commerce 
! tha ndicate that ential building vol 
1 t activitie ime dropped from a figure of over 
l e sold $3.000.000.000 in 1925 to a low of 
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1 Many of u still want to live in homes that of- 
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he extent t lectricit Ly lemand for better quality homes will 
ately | I ( uickly exceed the supply. Older 
largely t t the time the lwelling units are completely out of 
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pro uring constru ymparison with the conveniences of 
tion but irtbreaking to face iodern construction. The alterna- 
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“Better Light — Better Sight has come near to 
pointing the way towards better selling technique.” 


may be stated 


tand idle 


n your opinion as to the 


You may differ Its 
follows: 


e or to s purposes 


extent to 
which this building boom will affect a 
saturate our communities 


l. To 


given territory. The important thing 

is that there is a public consciousness information as to the part ele 

and interest in the subject and we or gas service can contribute 
} 


better living. By so doing we cr 


have had an opportunity to capitalize ; " 
a public acceptance for our serv 


m that interest advantageously. 
Not only do we have an oppor- 
tunity but we have an 
tion. An example is a full page S ; 
‘ . a 1 ort: “e ri yr Tr yrOvViS 
printed in the Albany Knickerbocker Oe Rear ioe : 
Sunday. June 21. outlining for its use on the part of build 
I < . GE. § ul Ing? ° 
; Pe hae eR ; realtors, bankers, architects and 
a project tor over a quarter otf a ; ‘ “14 
x aie ul who influence new build 
miiil or oO 
Notice the heading “Read Our Speci- 


. Te realizat 


of the value of our service and t 


] ‘ . 
. dadeveiop a proper 
a!so obliga- I iy 


Press of 


others 


homes. aay 
or modernization. 


on dollars new 


ications Over ( arefully. In what 3 To provide a permanent sym! 
follows there is not one word about and to give that symbol meanit 
lectric c miencee ia theese ” F 2 ‘ : sagen 
ele - ic conveniences in these homes. so as to enable the public to 
Sh- —- > « > > “ a fad " . 
eg it on the sidelines and criminate and to identify any pr 
\ tch the are > , sh- ‘e ° 
watch the parade go by or shall we erly equipped home. By the 
develop an aggressive leadership to of this symbol we can make 
assure our business its proper place worth while for the building 


in the public eye? The plan we set up 
for the Hudson System is 
a plan to accomplish that result. This 
plan is not the brain child of any one 4. To 
It represents a consolidation 
definite program of many 
suggestions. , 


: dustry to enthusiastically tie 
Niagara with our objectives. 

present a package of bet 
living—just as a food manuf 
turer presents a package of food 
by demonstrating the full use 


person. 
into a 
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our service in 
homes. 


ideally equipped 


To assure that in our territory we 

secure our share of the building 

amd modernizing dollar against the 
aggressive competition of other 
industries, 

To accomplish all of this by means 

of a dramatic-wide system, co- 

ordinated plan operated in each of 
the three divisions. A plan which 
will: 

a. Form the nucleus for practi- 
cally all company promotional 
programs in the home field 

b. Develop a continuity to our ef- 
forts extending over many 
months 

c. Provide a vehicle for unlimited 
favorable and effective publicity 
about our business 

d. Identify the company’ with 
worthwhile local and national 
institutions 

e. Make a substantial contribution 
to community welfare with in- 
evitable benefit to our business 

f. Be timed correctly to attract 
the widest public interest. 

: Full use of our service in homes 

‘epends upon five primary factors: 


Adequate wiring for present and 
future 


Lighting for eye-comfort 


A kitchen planned for stepsaving 


and fully equipped with modern 
appliances 


Automatic hot water service 


Automatic heating and air-condi- 
tioning. 


By M. E. 


Skinner 


Vice Pres. Niagara-Hudson Power Co. 
Buffalo, N. Y. 


and ‘oad Building 


“Our problem is to find a way in 


which community thinking can be 


influenced so that automatically, as 


homes are built or rebuilt, our serv- 


ice will be properly provided for” 


How can we impress upon the 
community the importance of these 
five factors. How can we dramatize 
to the public the invaluable contribu- 
tions which our service can make 
towards better living? We can do so 
by demonstration, by showing our 
services in a modern stage setting and 
with a Hollywood technique. 

With our objectives clearly in 
mind let us now review briefly some 
of the more significant steps in our 
plan. 

We are going to build three houses. 
When a public utility makes such an 
announcement that in itself is news. 
Why are we going into the specula- 


tive building business? Because by 
means of these houses and the re- 
lated steps in the plan we hope to 
focus favorable attention on the things 
which determine the amount of our 
service a given home will use—to 
focus attention on our five stars. 

What are these five stars? 

First, “Wired for the future.” The 
adequacy of wiring installations has 
long been recognized as a_ funda- 
mental factor in determining the ex- 
tent to which electricity will be used. 
It is easy and relatively inexpensive 
to install adequate wiring when a 
home is being built. And note we say 
“wired for the future.” 

Our second star is “Lighted for 
Eye Comfort.” We don’t want the 
homes of the future to reflect the 
same defects in lighting that are so 
glaringly apparent in most homes 
today. 

Third, “A planned kitchen—fully 
equipped.” Think what this means 
to us in load. The range, refrigera- 
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tor, dishwasher, garbage disposal 
unit, ventilating fan and the host of 
other kitchen appliances. Think what 
it means to the women of the coun- 
try in steps saved and drudgery 
eliminated. 

The fourth star is “Automatic hot 
water service.” This is probably the 
most important single load oppor- 
tunity for us in the home, yet ac- 
cepted today in but a small per cent of 
the homes in our lines. 

And finally, the fifth star, “Inside 
Weather Control.” This happy phrase 
was suggested by one of the women 
editors who is cooperating with us 
and interprets air conditioning in 
terms of personal comfort instead 
of machinery and equipment. Air 
conditioning represents our newest 
opportunity. Interest in it is sweep- 
ing the country, yet we have hardly 
scratched the surface. 

Don’t you agree that if a house in- 
corporates these five features, it will 
qualify as one designed for better liv- 
ing? Or to put it the other way, can 
a house qualify as modern if it omits 
any one of the five? 

Don’t you agree, too, that we will 
get just about all the load there is 
to be had from a 5 Star home? If 
so, let’s start building. 

But what kind of a house shall we 
build? While the plan was being de- 
veloped there was more debate on 
this question than there was about any 
other feature of the program—and 
for a very obvious reason. Each of 
us has very definite ideas as to what 
we would like in a home. But we 
are going to build these houses to 
interest the public, so let’s start out 





by asking our customers what they 
would like. Rather an obvious sug- 
gestion, but strangely enough this 
seems to be almost a brand new idea. 
Some of the magazines catering to 
the home building field have tried it 
in a small way but no one has ever 
canvassed the sentiment of a whole 
community. So we went to one of 
the foremost authorities in the coun- 
try, Mr. Howard Myers; Editor of 
Architectural Forum, for help. With 
his assistance we developed a ques- 
tionnaire which, incidentally, he ad- 
mits is the cleverest he has ever seen. 

250,000 were distributed by mail and 
messenger to homes in Buffalo, Syra- 
cuse and Albany. It wasn’t an easy 
questionnaire to fill out—over 80 ques- 
tions—and there were no prizes. Re- 
sponse had to be based upon a sincere 
interest in housing. 11,207 returns 
were included in the final tabulation 
with many more coming in too late to 
be included. 

This survey accomplished four dis- 
tinct things: 

First, it furnished valuable infor- 
mation to guide us to the type of 
house in which the public will be 
most interested. 

Second, it furnished us with data 
of inestimable value to the building 
industry. With this to offer them, we 
can secure their cooperation. 

Third, it has educated those who 
filled in the questionnaire as to what 
elements are of most importance in 
appraising the design and equipment 
of a home and finally it has excited 
public interest in our project. 

Such a comprehensive survey is 

(Please turn to page 34) 
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get a mighty kick ints. | 
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ist eight eal ire irmers out 
f five had become car owners and 


he bulk of the rural population was 


the rich in 


mn a position to follow 


hopping where lamned pleased 


f one could save $5 by going to 
Omaha and gas cost only $2, that 
vas $3 to the good plus an evening’s 
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Lincoln in liately " ) mee 
es of Omaha This the mer- 





maintain equally 
measure up to the big towns in style 


This was lone to such an extent that 
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something as ap 
the 
Omaha 


pealing as an ice cream cone on 


And 


We hat Pushed 
Lincoln, Nebraska. 





Air conditioning promises several peaks in a year, 
Melvin J. Stevenson of Sidles-Air-Temp points out. 


said to be asleep at the switch, 
bound l 


by agreements be 
tween merchants not to put any money 


was 
possibly 


n this expensive stuff. 


Demand in Lincoln which really 
pushed over the row of dominoes was 


Robert E 
iger ol! 


Campbell, general man 


Miller & 


lepartment 


Payne, Lincoln’s 


urgest store. Campbell, 


istonishing to relate, holds an elec 
i nstead of 

and suit 
He knew what it Is all 


ind when J. H 


usiness 


pout, 


Miller gave 

him $100,000 to shoot he put in a 
ystem Thanks to his uurage and 
judgment, Miller & Pavne air con- 
litioning became the talk of the 
Other stores had to jump 
rhit lin Otherwise, on days 


ould « 


valk there would have been a 


‘ook eggs on 


vhen one gz 
center 
ush on Miller & Payne’s. The town 
iw a first class installation, had con 


lence in the authoritv of Mr. Camp 


ll! and followed his footsteps. 
Oddly enough, outside of the candy 
ind restaurant departments, Miller & 


condition 


The step 


Payne did not expect air 
ing to show profit. was 
taken with the same point of view as 


windows, 
dic- 


factor of 


i merchant show 
yunters, restr 
play fixtures 


-ompetition, that we have been telling 


puts in 
ms and modern 
| he economic 
yu about, was the underlying motive 
that Lin- 
that it 


lis distant 


for the step, and the way 
In has gone ahead proves 
held its own against tl 
competition. 

Now we will pitch in and give the 
hounds for statistics some figures so 
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they can see how Lincoln compares 
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Lincoln 
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minimum temperature of 
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perature ranges 
relative 
a.m. and 60 at 7 
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Lincoln... The Air 
Conditioned City: 








: 
% “ ~ 
% * 


Typical newspaper advertisements 
used in the campaign, hammering 
home the slogan — "Lincoln, The 
Air Conditioned City." 


Careful records of Robert E. 
Campbell proved him right, start- 


ed stores toppling like dominoes 
toward installations 
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sonditioning: 


Forces behind this midwestern city’s 


step promise same results elsewhere 





Lincoln has even sample of offices without windows, as 
illustrated by top story addition to insurance building. 


is in the Lincoln area, a group of 
twenty counties stretching in some 
instances as far as 150 miles from the 
city. There are 426,107 people in 
this region living in towns of 2500 
and over, and 891,856 people on 
farms or in towns smaller than that. 
Thus you can see that there are two 
rural customers to one urban cus- 
tomer. 

This population in the Lincoln 
trade territory of 324,538 breaks up 
into 99,266 families. Less than .09 
per cent are illiterate, there is virtu- 
ally no negro population and a small 
foreign group. In this Lincoln trade 
territory there are 38,729 cars regis- 
tered on farms and 74,110 in cities 
of 2500 and over. Everyone can go 
places. 

Education is the biggest industry 
in Lincoln with a total of 12,009 
students enrolled in the University of 
Nebraska, three denominational col- 
leges, a business college and an avia- 
tion school. The Lincoln trade area 
had an industrial income in 1936 of 
$22,646,255 against Omaha’s indus- 
trial income of $74,257,415. The total 
for the state was $119,955,760. In 
Lancaster county proper, where Lin- 
coln is the county seat, the industrial 
income was $12,202,000. The farm 
income was $9,113,000. 


Now it must be remembered that 
Lincoln does not have a walkaway 
with business in the 20 counties in its 
trade territory. It must be remem- 
bered that there are five secondary 
markets close to Lincoln; York, Neb- 
raska City, Fairbury, Beatrice and 
Fall City. It is logical that these 
smaller towns put up just as much 
of a fight to save their business from 
Lincoln as Lincoln puts up to save 
their business from Omaha. In the 
20 counties there are 5,270 retail 
stores, of which 1,002 are in Lin- 
coln. 

“Lincoln has been sold comfort 
cooling on a piecemeal basis,” states 
Stanley Tabor, commercial manager 
of the lowa-Nebraska Light & Power 
Company. “When natural gas was 
run into Lincoln in 1930 a thousand 
heating jobs were soon installed. Au- 
tomatic humidifiers followed the gas 
installations, and booklets on cooling 
were scattered by the salesmen with 
the idea of selling both attic and 
furnace fans, in order to promote all 
year regulation. A lot of these jobs 
around town merely blow air through 
water, as Lincoln has 54 deg. water 
the year round. Attic fans, inci- 
dentally, haven’t been so successful, 
as they draw in dust.” 

(Continued on page 32) 
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x The More Quality SEEN... 


The More Quantity SOLD! 
THE NEW 1937 CROSLEY SHELVADOR 


WITH MORE BEAUTY © MORE ECONOMY © MORE CONVENIENCE © MORE USABLE SPACE © MORE ACCESSIBILITY 
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"Our Electai® 





These features distinguish the Crosley 

ELECTROSAVER T-5 Hermetic Unit: 

ea MC Cr 

nomical high side float expansion system 
. .» high reserve capacity, resulting in 
short running time, fast freezing and 
greater ice-making capacity. 











All over the country they're buying the new 1937 Crosley Shelvador on sight!’ Why? Simply 





because the new Shelvador offers more visible quality . . . more outstanding new features that 
the dealer can demonstrate. And Crosley Dealers are cashing in on this selling advantage. | 
From coast to coast they're SHOWING these extra values of the Shelvador ... and they’re 
| showing their heels to competition with mounting sales and profits. See your Crosley Distributor 
now. Let him show you how you can show the new 1937 Shelvador line to your profit. ——<—_—_—— 
bed 
The open and closed model shown is the DeLuxe HL5-71. Capacities: 7.1 net cu. ft., shelf area | 
16.77 sq. ft., 168 ice cubes. Features include: Shelvador, Electrosaver, 18-Point Temperature 5 
Control, Built-In Thermometer. Ten other Standard and DeLuxe Shelvador models avail- 


able from $99.50 up. 

















Quick-Acting Ice Tray 
Release for easy access tion accommodates 
to cubes 


Home of ‘“‘the Nation’s Station’ —WLW 


CROSLEY SHELVADOR 


. Se fe ae me Se ee ee ae ee 
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x The More Quality SEEN... 






The More Quantity SOLD! 


THE NEW 1937 CROSLEY SAVAMAID WHITE LINE OF WASHERS AND IRONERS 
WITH THE FIRST ALL-WHITE, PORCELAIN TUB, ELECTRIC WASHER IN THE LOW PRICE FIELD! 


Model H-712 


SAVAMAID 
Electric Washer 


Model H-714 
SAVAMAID 


v 


















(H hy 
bad e 
Model H-718 
SAVAMAID 
Electric lroner 


oJ = \° 


Determined to give dealers a line of Home Laundry Equipment 
second to none on the market, Crosley presents the sensation of 
the year in the new 1937 Crosley SAVAMAID All-White Washer 
and Ironer line. This 1937 line includes three new electric 
washer models, two new gas engine washer models. and two new 
electric ironers—all with startling new advancements and fea- 
tures that will make the Crosley SAVAMAID washer and ironer 
line the outstanding sales success of the year. Topping this 
great line is the Model H-711 All-White Electric Washer featured 


CINCINNATI 
500,000 Watts—70 on your dial 
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Model H-713 


SAVAMAID 
Electric Washer 


Model H-715 


SAVAMAID 
Gas Engine Washer 


Model H-719 


SAVAMAID 
Electric lroner 


above. Priced with the lowest, at $49.95, yet comparable in 
beauty, in performance, and in features with many washers 
priced much higher, this new SAVAMAID washer is destined 
to be the leading value in the washer-ironer industry . . . just as 
the FIVER is the accepted standard of value in radio, and the 
SHELVADOR in refrigeration. See the New SAVAMAID 
line now at your Crosley Distributor’s. Once you see it you'll 


want to stock and sell it. And remember to ask your distributor 


about the SAVAMAID Cash Service Warranty for dealers. 





SAVAMAID 
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This message has to do with what happens after 
you sell gasoline motor powered equipment. 


Your customer goes away with his purchase highly pleased 
and very proud. You have told him it's good .. . and he 
believes you. Some might think that the sale ends here. 
However, the deal is not over .. . the big test lies ahead. 


How good your word is depends on how satisfactory the 
equipment proves to be. If it runs ... dependably, eco- 
nomically, and trouble-free, the customer cannot say too 
much for you. If it doesn't... well, you know the answer. 


It's well to remember when you sell gasoline powered 
equipment how important the motor is .. . and too, it 
is very important to remember that you can't go wrong 
when you sell equipment powered by a Briggs & Stratton 
4 cycle gasoline motor and say "take my word for this." 
For 20 years, these small motors have done more for 


owners everywhere than was ever expected of them. 


BRIGGS & STRATTON CORP., Milwaukee, Wis., U.S.A. 


BricGs&Stratton| “4 


GASOLINE 
MOTORS 
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Milwaukee Likes 
“Bargain 


Hlectricity = 


Local utility plan permits cus- 
tomers to double electric bills 


at one-tenth additional cost... 


ISTEN Saturday night to 
a bunch of shoppers strolling 
into an appliance place, and 

you get a baptism of human nature 
that is unexpected. 

“Listen, buddy,” Mr. Prospect will 
say after the fine presentation, tapping 
the salesman on the sternum with a 
long forefinger, “How much does it 
cost to run this gadget after I get it? 
How many miles a gallon do we get?” 

Sigmund Freud, Edward L. Ber- 
nays, William Shaw and other sharks 
on why people behave as they do, 
will tell you that back of a simple 
deal is a bundle of fears and 
plexes. 3ack behind the ears 
Prospect has two or three hunches: 


any 


com- 


Mr. 


1. That the appliance won’t work. 
2. That it will not do the job satis- 
factorily. 

3. That it will eat him out of house 
ind home in upkeep. 

4. That he may lose his job in the 


"It's used as a closer at the Boston 
Store,"’ said Edward F. Zahn. 
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near future and will be up a tree on 
his payments. 

Demonstrations and testimonials of 
long ago wiped away the first two 
hidden bugaboos. Customers can see 
that the gadget does work all right and 
they hear enough from their neighbors 
to know that it gives satisfaction. 

It has remained for the Milwaukee 
Electric Railway & Light Company to 
chop out the third fear. From an idea 
born out of the electric company’s 
offer of free electricity in April and 
May 1934, for excesses over March 
consumption, this Milwaukee utility 
is now starting its fourth year in an 
attempt to win customers to the idea 
of using electricity freely. 

Like many other utilities, the Elec 
tric Co. as it is popularly called, was 
faced with the necessity for increas- 
ing consumption. Executives 
how plans tried elsewhere of giving 
a bundle of small appliances at cost 
got a kickback from dealers. They 
looked down at TVA territory and 
observed that peddling load builder 
appliances dirt had its 
difficulties. 

“Why not give Milwaukee people 
plenty of elbow room when it comes 
to using appliances without penalizing 
them for it?” utility executives asked. 
“We know from our free electricity 
months that people will try things if 
it doesn’t cost them much. Once they 
get in the habit of using more cur 
rent they will be more likely to let 
electricity do more of their work. It’s 
a matter of starting habits.” 

So from October 1935 to December 
1936 a new bargain electricity plan 
was put into effect. It was approved 
by the Public Service Commission of 
Wisconsin. Briefly, the plan permitted 
100 per cent increased use of service 
for only 10 per cent increase in cost 
and was called the “ten-for-one” plan. 


Saw 


cheap also 


Salesman can tell the prospect approximate operating cost of 
appliances, says F. A. Coffin of TIMER&L. 
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customer’s 
December bill a year ago was $2.50 he 


For 


example, if a 
twice the amount of elec- 
tricity for the following December 
and his bill would be only 25c higher. 
Excess of electricity over twice last 
year’s if any, would cost him only 2c 
per kw-hr. additional. If 


could use 


the custo- 
iner did not exceed his previous year’s 
consumption of current, he paid the 
usual rates. 
dence, rural 
customers. 
As a result, a maximum of 101,415 
customers of the utility, out of a 
total of 234,!37, took advantage of 
the plan in November last year. For 
one- 


The plan applies to resi- 
and commercial lighting 


the entire year, an average of 
third of the residence, rural and com- 
mercial lighting customers under the 
“10 for 1” plan used 29 per cent more 
kilowatt-hours and paid the company 
13.25 per cent 
1935. 

Just exactly what this offer did to 
promote sales of appliances by elec- 
trical dealers in Milwaukee is not 
exactly known. But the fact that re- 


more dollars than in 





1937 





"We credit the 10 for | plan with 
about 20% of last year's business," 
said W. Van Lare of Schusters. 


















Dealers who don't use it have lead in 
their pants, declared Frank Greusel. 


frigerator and range sales are 50 per 
cent ahead of last year, and roaster 
and casserole sales have grown 265 
per cent, indicates that the plan had its 
merits, according to F. A. Coffin, sales 
manager for the Electric Company. 

“Smart salesmen found it particu- 
larly worthwhile to work out estimates 
for the prospects would tell 
them approximately what the operat- 
ing cost of their appliances was going 
to be.” 

Electrical talked to 
a number of distributors and dealers 
in Milwaukee and got the following 
comment on the worth of the 
for-one” plan as a sales maker. 

W. Van divisional merchan- 
manager, Schuster’s Depart- 
ment Store: “This ten-for-one plan 
has been responsible for about 20 per 
We are 
26 per cent ahead in our Hoover sales. 
It helps roasters a lot and we have 
had a 65.81 per small 
appliances. Our 
plan to some extent, particularly in 


which 


Verchandising 
~ten- 
Lare, 
dise 


cent of last year’s business. 


gain in 
salesmen use the 


cent 


(Please turn to page 28) 
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HERES A MONARCH ELECTRIC 








SALESMAN: Monarch uses 
highest grade resistance wire for 
these heating coils. They are em- 
bedded in a porcelain block which 
is extremely hard, nonporous, 
durable. A heavy insulating block 


retards heat and prevents loss. 





No. F87KW 


blue trimmings; 4-unit table top; 17-inch oven; 2 storage drawers; utility 





Full white porcelain enamel with chrome and white, red or 





drawer with plate warmer 





Minute meter, opal light and condiment set. 


I:very modern new home and Porcelain Enamel exterior, are 
every remodeled old home in Al #5 the Monarch exclusive 


your community is a prospect features which make Monarchs 





for this Monarch Modern-izer. so popular with housewives 
Its flush sides and back fit everywhere. 
snugly agains a -in” display S range... te 
wugly against other “built-in Display this range tell a 
kitchen equipment. The uni- your prospects about it tor at temperature required, then 





? ] turn oven switch to “preheat ” This 
form front door and drawer and you'll say what experiences 





turris on light behind dial. When re- 
panels mask entire frontofrange. salesmen say: It’s easy to sell 


quired oven temperature is reac hed, 


: light goes off. Then turn switch to 

' dienes saaet Wi . 
And. of course. along with the Monarch Modern tzer. I ho “bake,” and required temperature 
that gleaming, Full White tographs and descriptive 


will be maintained automatically. 


literature on request. 





| Remember All MONARCH Reages Are = Ml i | le 1 b | e 


+ e + 
-_ 


lron 


FULL PORCELAIN ( Range Co., 14 Lake 


/ VITRIFUSED GLASS-COATED STEEL) St.. Reaver l Jam. W is. 


SALESMAN: With insulation 2 
im hes thick, oven exterior cool, 
even after hours of baking. Oven 
lining is heavy vitreous enamel; 


rustproof and easy to keep clean. 





Wound Round With Yards of Selling Points are Monarch’s Built Like a Safety Deposit Vault, Monarch ovens have four Women “Go” for This Handy Oven— Photo shows how easy 

hi-efficse nc y inits, Hlustrated above. They combine «peed in walls of effective insulation. Heating units are suspended on rack it is to remove rack guides and units. And remember: only with 
preheating with stored heat economy. Boiling temperatures main- guides which produce “Floating Heat.” Oven has air-cooled, ven- Monarchs can they get this exclusive “Floating Heat” oven! 
tained 18 to 20 minutes after current i« turned off tilated cooking top. Smokeless, cast aluminum grill broiler Watch your prospects respond to this desirable selling point 
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The RANGE RUSH 


To Chicago OPENS 


Commonwealth Edison throws down bars to largest 


virgin territory 


O DUSTY trooper toodled a 
N short blast on a _ bugle, no 
larruping of horses occurred as range 
ianufacturers went over the line, but 
March 15 ushered in a rush to the 
irgest virgin electrical range market 

yet remaining in America. 
Commonwealth Edison Company 
id at last thrown down the bars to 
the Chicago market. And it meant 
just as much as the Alaska gold rush, 
the covered wagon days in Okla- 

” yma’s 793, 

Picture, if you will, a population 
f 3,376,438, one of the country’s best 
0 markets—yet virtually without ranges. 
Visualize its sudden opening to every 
tandard brand that can pass an ac- 
redited testing laboratory and supply 


é lequate local servicing facilities— 
7 nd you get a hint of what has in- 
4 pired the range makers to ride (don’t 
I; pare the horses) like so many mid- 
g ght Paul Reveres to this palpitating 
ene of brilliant possibilities. 

¥ It is calculated that the average 
= x room home in Chicago uses 70 

. whr. at a bill of $2.92. Adding a 

inge will increase usage about 125 
kwhr., raising the bill to $5.80, and 
making the average range energy cost 
» be a little less than 24 cents per 
kwhr. 

Plans revealed by Gardner S. How- 
land, manager of merchandise sales 
epartment, showed that Common- 
ealth Edison Company had been 
necombing the U. S. for months 

pasy eking the best working plans for a 
with ° P 

ner arter. Obvious it was that the How- 
rint nd eye had observed the growing 





for electrical cooking 
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in U. S. 


importance of dealers in the range 
picture. 

So dealer co-operation is the order 
of the day in the plan that started 
functioning March 15. Thirty-five 


dollars for wiring costs is being 
allowed for each dealer sold range 


with a minimum capacity of 54 kw. 
and at least 1800 watt 

burner. Trade-in allowances of $5 on 
a $100 and $10 on anything 
going over that are being made. 


one surface 


sale, 


To participate a dealer must handle 
ranges approved by an accredited 
testing laboratory and by a supplier 
who maintains adequate local serv- 
icing facilities. Dealer must maintain 
a creditable display. 

Help of the Commonwealth Edison 
home economics department is at the 
dealer’s command, along with sales and 
advertising helps. A range education 
course is open to his men. Up at 
Commonwealth Edison Company a 
dealer co-operation department headed 


by R. E. Bard is handling all dealer 
liasion. 
In its own sales Commonwealth 


Edison will carry Hotpoint and West- 
inghouse ranges and will offer terms 
as low as $5 down, three years to 
pay, with 6 per cent on unpaid bal- 
ances. Dealer financing will not be 
touched by the utility. 

An advertising campaign consisting 
of radio, billboards, newspapers and 
direct mail broke March 15, and will 
be carried on throughout the year. 

It is interesting to note that instal- 
lations will be of the service cable 
type, with outdoor meter included. 


1937 
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S. Howland told 
how other cities’ plans had 
been studied. 


Gardner 


President E. J. Doyle and 
Vice-President E. W. Lloyd 


presented the background. 


3 
Ainsley Gray of the Elec- 
tric Association will act as 
clearing house. 


4 
L. V. Whitney gave a dem- 
onstration of how Chicago 
distributors were fascinated. 


ss) 


Factory men like L. S. Bur- 
ton of Lindemann & Hover- 


son were on the sidelines. 


6 
Van N. Marker of Revere 
Electric and H. H. Kimball 
of Landers, Frary & Clark 


were present. 
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——| Country Home 


The country’s leading magazines and farm papers headed by The 
Saturday Evening Post are sending hosts of Washing Machine 
buyers into the show rooms of Dexter Dealers all over America. 
More than 30,000,000 typically prosperous American families will 
see the interesting, attention-arousing advertisements which Dexter 
is running throughout 1937. This advertising—backed by colorful 
direct mail and proven sales promotion plans has but one objec- 
tive—that is to help Dexter Dealers 
sell more Dexter Washers and it is 
doing just that. Thousands of in- 
quiries are being received that Dexter 
Dealers are turning into sales. Sound 
factory-dealer relations have at- 
tracted to Dexter the most successful 
Washing Machine Dealers in 
America. 


“Tops for 1937”—that's what every- 











DEALERS: When you sell DEXTERS you can forget compe- 
tition on important Washer features. You have an exclusive 
new Wringer built by Dexter with the desirable “Roll 
Stop” feature. You have Dexter's new “Full Jeweled” 
Transmission. You have « complete line with an out- 
standing model to meet the needs of every purse. You 
have single tubs that will outwash and outlast any other 
and the Famous Dexter Twin Tubs that meet and beat all 
competition. DEXTER gives you everything to make 1937 
your biggest Washer year. You have every opportunity 
for bigger sales, bigger volume, bigger profits. 

Write today for complete details of the Washer Line 





one is saying about the beautiful 
new, modern Dexter Line. Streamline 
styling plus Dexter’s unmatched de- 
pendability and backed by an adver- 
tising campaign that is reaching the 
washing machine prospects in your 
territory, the 7 New Dexter Models 
give the Dexter Dealer the oppor- 





tunity to get the cream of the 
Washing Machine business in his 
community. 


that is “Tops For 1937.” 
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| When Youre Selling 





A 
Pic-in-A-POKE 


Current consumption - KWH per 24 hours 


You Need to Know Your Pigs 
(Or Your Electric Refrigerator) 


This is how the average refrigerating unit func- 
tions under varying conditions. The difference in 
temperature inside (45°) and outside the cabinet 
the heat load the unit must absorb. 
Until this load reaches a certain size the amount 
of current required is directly proportional. But 
when that critical point, indicated by the arrow, 
is passed, the current curve reaches for the sky. 
This may happen if the refrigerating unit is too 
small for the job, or if the insulation loses its 
efficiency and lets in too much heat. 


measures 


By Harvey Lindsay 


President, Dry-Zero Corporation 
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20° 30° 40° 50° 
Temperature difference inside and outside refrigerator 


FIGURE 2.—HOW INSULATION DETERMINES 

REFRIGERATOR ECONOMY 
How a refrigerator behaves with three different kinds of 
insulation. The three columns over each degree mark 
represent the current consumed with good insulation (left); 
fair insulation (center); poor insulation (right). Note how 
the good insulation b Ss more ec ical as the dif- 
ference between the temperature inside the cabinet (45°) 
and outside is increased. 


Current consumption -KWH per 24 hours 
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Current consumption - K W H per 24 hours 


10°) =— 50" Ss 70" 














emperoture difference inside and outside refrigerator 


FIGURE 3.—PLUGGING THERMAL LEAKS SPELLS 
ECONOMY 

This shows how an electric refrigerator used current before 
and after "therma! leaks" due to faulty cabinet design were 
corrected. The left hand columns indicate the improve- 
ment effected after a “sweat test" showed up weak spots 
where wood framing or metal parts formed pathways for 
the easy entry of heat. 
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FIGURE 


1.—THE STRAW THAT BREAKS THE 
HOUSEHOLD BUDGET 


Temperature difference inside and outside refrigerator 


MAGINE ten. good salesmen, 

each possessed of a _ pig-in-a- 

poke and all trying to sell the 
same prospect. Some of the pokes— 
bags to you—are handsomely hem- 
stitched affairs. Others are sturdy 
devices, suitable for use as laundry 
bags after the pig has been removed 
and roasted. 

The customer, however, is more in- 
terested in pork chops than pokes. 
He wants to pick the best pig at the 
best price. He suspects that some ot 
the pokes conceal razorback hogs, 
which are bad eating, even at two 
cents a pound. But all he can see 
are ten pokes, and all he can hear 
are ten variously pitched squeals and 
the eloquence of ten good salesmen. 

Unfortunately for all concerned, the 
salesmen know little more than the 
customer about the contents of the 
pokes. So they dilate on the integ- 
rity, experience and skill of their 
pig-raisers and the diverse beauties 
and conveniences of their bags. 
Finally, because the prospect wants his 
pork, a sale is made and the ten good 
salesmen pass on to the next customer. 

This is a true, if disrespectful, 
parable of electric refrigerator mer- 
chandising. The pigs represent what 
the prospect wants to buy—economi- 
cal food preservation. The pokes are 
the beautiful cabinets and intriguing 
convenience-gadgets in which the 
food preserving equipment is attired. 
And these externals are all the pros- 
pect can see. Can he compare the 
efficiency, economy and durability of 
one refrigerator with another? Not 
at all. His judgment must be based 
entirely on what he is told, plus his 
opinion of the manufacturer’s policy 

This makes the electric refrigerator 
an almost unique piece of merchan- 
dise. A prospect can learn more about 
an automobile in a 15-minute demon- 
stration than he can find out about an 
electric refrigerator in a year. The 
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Days in test room 


FIGURE 4—HOW POOR REFRIGERATORS 


BECOME CURRENT-GOBBLERS. 


The lines represent four refrigerators, each having 
a different insulation. The 90 days in the con- 
trolled-humidity test room are equivalent to a 
year's use in New Orleans or four years’ use in 
New York where the climate is drier. The differ- 
ence in the quantities of electricity used as the 
test progresses indicates the degree to which 
moisture has destroyed the heat-stopping value 
of the insulation. 
unaffected; B is losing its efficiency by steps; 
while C and D are both soaking up moisture 
rapidly but in different ways. 


Refrigerator A is practically 


same is true of the radio. A two- 
day home demonstration tells the 
prospect all he wants to know about 
any radio’s power, tone-quality and 
selectivity. If he wants to bring in 
foreign short-wave programs, he can 
hear and see for himself what any 
set will do. He needn’t take anyone’s 
word for it, nor need he rely on 
advertising claims. 

That electric refrigerator mer- 
chandising is a pig-in-a-poke proposi- 
tion is no news to smart dealers or 
alert manufacturers. Since last sum- 
mer, efforts to take it out of this 
class have popped up in many quar- 
ters. To date, nobody has located 
the right answer. Until it is found, 
the best thing a dealer or salesman 
can do is learn all there is to know 
about his own merchandise and about 
electric refrigerators in general. Such 
knowledge furnishes an_ effective 
background for selling. 

For example, consider the refriger- 
ating mechanism. Every salesman 
knows it removes heat from the cab- 
inet’s interior. Every salesman knows 
his own particular unit’s functions and 
the advantages of its design in terms 
of economy, efficiency and durability. 

But here are some facts most sales- 
men do not know—facts that may 
serve as a background against which 
the good points of a refrigerating 
mechanism may be spotlighted effec- 
tively. 

Every automobile driver knows 
that a car that runs 20 miles on a 
gallon of gasoline at 40 miles-per-hour 
may only travel 10 miles on a gallon 
at 75 miles-per-hour. In other words, 
there is a speed beyond which the car 
ceases to operate economically. 

The same is true of most refrigerat- 
ing units. A unit absorbs heat eco- 
nomically up to a certain point, but 
beyond that point the current required 
mounts much more swiftly than the 

(Please turn to page 18) 
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AN IMPORTANT MESSAGE TO APPLIANCE DEALERS! 








A model 
Electric Home 
in Print 
e 
eo 
A dramatic 
and colorful 
appliance-selling 
manual 


You can sell $500 more appliances in each home 
with the help of this remarkable Manual! 


N the prospect lists of every appliance dealer are a select 
O group of home owners who would be definitely interested in 
the complete electrification of their homes—if the story were pre- 
sented to them in the light of the extremely low cost for complete 
electrical comfort and convenience. 


In the May issue of Electrical Merchandising—the "Electrical Home” 
Number—that story is told—dramatically—colorfully—pointedly. 
Every page of this incredible manual drives home to your most 
potential customers the picture of having a complete electrical home 
at minimum cost. 


This entire issue vividly depicts the opportunities for home owners 
to acquire an electric kitchen—an electric range—automatic heating 
with winter air conditioning—electric water heater—good lighting 
and adequate wiring under FHA financing for an additional $5 a 
month or less spread over the 20 year mortgage period. 


Each electrical home means an additional $500 to $700 in appliance 
sales to the electrical dealer ready to get back of this national cam- 
paign and use the May issue of Electrical Merchandising as a practi- 
cal selling tool. 


ONE copy of this valuable number will be sent to each subscriber as 
part of the subscription service. Purchased separately this issue sells 
for $1.50. You can make good use of this number by entering sub- 
scriptions for each one of your salesmen at $2 a year... by sending 
copies to each one of your most probable prospects . . . by taking 
the “Electrical Home in Print’ right into their homes and proving 
to them that complete home electrification is now within their reach. 


Order extra copies of this May “Electrical Home” number j 
at $1.50 each. In quantities of 10 or more for $1.25 each. 
50 or more $1.00 each—in bulk—FOB New York City. 


ORDER EXTRA COPIES OF THIS MANUAL TODAY 
¥ USE THIS HANDY ORDER FORM ¥y 





ELECTRICAL MERCHANDISING—330 W. 42nd St., New York, N. Y. 








cm 


[) Attached is our check for which send us copies of the big “Electrical 


Home" Manual (May Issue) of Electrical Merchandising. 


(C) Kindly enter subscriptions to Electrical Merchandising at the rate of $2 a year 
including the special “Electrical Home" Number for May. Send them to the 
attached names and addresses. (Kindly indicate whether subscriptions are 


new or renewal and attach the payment to cover order.) 


Firm Name 











Individual Position 
P.O. Box or Street 
City State 
REMITTANCE MUST ACCOMPANY THIS ORDER EM 
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A Pig in a Poke 





extra heat absorbed. Before the quan- 
tity of heat to be absorbed—technically 
known as the heat load—reaches this 
critical point, a 10 per cent rise will 
increase current consumption a like 
amount. But after the critical point 
has been passed, a 10 per cent rise in 
heat load may jump current consump- 
tion 20 or 30 per cent. (See Fig. 1) 

This means that no refrigerator will 
function economically unless the unit 
will absorb the greatest heat load likely 
to be placed upon it before reaching 
the point where current consumption 
begins to increase at guinea-pig speed. 
In simple language, the unit must be 
big enough for the job. Just how big 
the job is makes another story, that 
of the factors which determine what 
the heat load shall be. 


Temperature Differences 


To begin with, there is the differ- 
ence in temperature inside and outside 
the refrigerator. If the refrigerator 
temperature is 45 degrees and the 
room temperature 70 degrees, there is 
a difference of only 25 degrees. But 
if the refrigerator is in a hot kitchen, 
the difference may exceed 50 degrees 
with a corresponding jump in the heat 
load. Figure 1 shows the rise of cur- 
rent consumption caused by a mount- 
ing heat load due to increased differ- 
ences in temperature. 

3ut temperature difference is only 
part of the heat load picture. Trays 
of water for freezing and warm 
foods make temporary additions to the 
load. The largest single factor, how- 


| ever, is the insulation of the cabinet. 


Insulation, as every salesman knows, 
is employed to reduce the entry of heat. 


| If the insulation is adequate, it will 
| prevent an excessive heat load from 
| being placed on the cooling unit. If 
| the insulation is inadequate, the heat 
| load will be too great to be -handled 


economically by any refrigerating 
mechanism, no matter how efficient. 
Or the insulation may be sufficient to 
permit the unit to function fairly eco- 
nomically until the temperature differ- 
ence reaches a point where the heat 
entry becomes great enough to over- 
load the unit, destroying its economy. 


How Insulation Affects 
Operating Economy 


How insulation affects the operating 
economy of a refrigerator is illustrated 


| by Figure 2, which shows the perform- 





ance of a refrigerator equipped with 
three types of insulation. The left- 
hand column in each group repre- 
sents the refrigerator when adequately 
insulated; the center columns, fair in- 
sulation, and the right-hand columns, 
poor insulation. 

The best insulated refrigerator is the 
most economical, regardless of the 
difference between the temperatures 
inside and outside the cabinet. When 


CONTINUED FROM PAGE 17 





the temperature difference is small, 
say 20 degrees, neither of the other 
refrigerators is a great deal more ex- 
pensive. But when the temperature 
difference increases, the economy of 
the well insulated refrigerator be- 
comes more apparent, and when the 
differential reaches 50 degrees, the 
poorly insulated refrigerator has be- 
come 24 times as costly to run as the 
well insulated cabinet. 

From this the importance of ade- 
quate insulation is obvious. But 
there is a secondary factor which has 
considerable influence on heat entry 
and operating economy. This is the 
construction of the cabinet itself. One 
or two weak points in a cabinet’s 
design may nearly cancel the value of 
an efficient refrigerating unit and 
good insulation. Heat travels very 
swiftly through metal and even wood, 
particularly if damp, is a _ serious 
offender. If the cabinet’s structure 
leaves a few paths of this kind for 
heat to enter, an otherwise tight-fisted 
refrigerator is likely to become a 
spendthrift. 

Good manufacturers seek to ferret 
out these “thermal leaks” by means 
of “sweat tests.” These tests are based 
on the same principal which causes 
moisture to gather in warm weather 
on the outside of a glass of ice water. 

The refrigerator is placed in a hot 
test room where temperature and 
humidity are accurately controlled. 
The outside of the cabinet is 
thoroughly dried. Then the humidity 
(the quantity of moisture in the air) 
is increased step by step. A step is 
reached where’ condensation or 
“sweat” appears at some point on the 
cabinet, indicating that this point is 
a little colder than the remainder of 
the cabinet’s exterior. This spot is 
cold because heat is leaking through 
it rapidly to the inside of the cabinet. 
A “thermal leak” is indicated. The 
spot is outlined with a lead marker. 
Then the humidity is raised another 
step. The area of condensation 
spreads. New areas may appear on 
other portions of the cabinet. These 
are marked in turn and notations made 
at what percentage of humidity con- 
densation began. When the test is 
finished, the various areas are shaded 
to designate the different degrees of 
humidity required to produce conden- 
sation. The darkest areas are the 
points at which sweat first gathered. 
These are the points where the great- 
est heat leakage into the refrigerator 
occurred. 

The cabinet is photographed and 
then dismantled. The shaded areas 
on the photographs are studied and 
compared with the construction 
the cabinet to determine the causes of 
the thermal leaks. In this manner 
faults in the design of the cabinet are 
checked and corrected. Figure 3 shows 
the increase in efficiency obtained in 
one refrigerator by correcting 
faults uncovered in a sweat test. Re- 
frigerator economy has been increased 
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much as a third by such improve- 
ents 

ll the factors discussed so far 
ffect the operating economy of the 
ectric refrigerator when it is new. 
Vhether or not a refrigerator con- 
nues to be economical through the 
ears is another matter. 

Some refrigerators provide eco- 
mmical service year after year while 
thers use little current at first but 
radually require increasing amounts 

maintain the proper temperature. 
Vhether a_ refrigerator remains 

irifty year after year or becomes a 
irrent-gobbler depends primarily on 

insulation used. The efficiency of 

e insulation when new is not so im- 
irtant as its ability to maintain this 
ficiency over a long period of time. 

Moisture is insulation’s greatest 
enemy. If the insulation becomes sat- 
urated with moisture current con- 
imption may increase from 50 to 200 
er cent depending upon the quantity 
f moisture absorbed by the insulation. 
secause of this, nearly every type of 
nsulation used today is enclosed in 
me sort of moisture seal. Unfortu- 
nately, none of these seals is perfect. 
Moisture enters the insulation space in 
the form of water vapor, a gas which 
will easily penetrate seals that are 
vaterproof. It will push its way even 
through seals that are airtight. It 
will penetrate microscopic pores so 
mall that air will not pass through 
them. 

Water vapor is driven into the insu- 
lation because the humidity in the 
iverage kitchen is much higher than 
the humidity inside the refrigerator. 
This difference in humidity results in 
i higher vapor pressure outside the 
efrigerator. This drives water vapor 
through even the welded steel shells 
f the best refrigerator cabinets. 

When water vapor enters the insula- 
on space, it strikes a cold spot and 
condenses. If the insulating material 
ibsorbs this condensed moisture, it 
immediately begins losing its effi- 
iency. If it is nonhygroscopic, it 
repels the moisture, which merely 
trickles to the bottom to read: “cabinet 
bottom” without affecting the insula- 
tion’s efficiency. 

Figure 4 shows how various types 
f insulation determine the economi- 
cal operation of refrigerators over a 
period of years. The four lines rep- 
resent tests of refrigerators containing 
ur different kinds of insulation. 
hese tests were conducted in a test 
oom where a year’s use in New 
rleans or four years’ use in New 
‘ork is duplicated in a period of 90 
days (a year in New Orleans has the 
ime affect as four years in New 
‘ork because the air in New Orleans 

so much moister throughout the 
sar than it is in New York.) 

Refrigerator A has a well insulated 
ibinet. The amount of current con- 
imed increased only slightly during 
e entire test. 


(Please turn to page 88) 


ELECTRICAL MERCHANDISING—APRIL, 1937 
















THAT CULLINAN 
DIAMOND MAKES 
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And the world’s BIGGEST MAGAZINE 


is in a class by itself, too... 
The next biggest is only half as big! 


parable selling support you get from 
manufacturers — makers of the product 
you sell—who advertise in The American 
Weekly. 

What The American Weekly is 
The American Weekly is the largest 
magazine in the world. It is distributed 
through the 17 great Hearst Sunday 
Newspapers. In 627 of America’s 995 
towns and cities of 10,000 population and 
over, The American Weekly concentrates 
67% of its circulation. 

In each of 174 cities, it reaches better 

than one out of every two families 

In 144 more cities, 40 to 50% of the 

families 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 


_ and, in addition, more than 2,000,000 


HE American Weekly is read every 
gw by nearly 6,000,000 families 
twice as many as read any other maga- 
zine. In sheer weight of numbers this 
tremendous circulation represents the 
most powerful single advertising force 
on earth! 

But even more important is the fact 
that this powerful selling force is directed 
into the most productive channels. For 
The American Weekly concentrates 87% 
of its close to 6,000,000 circulation in the 
country’s most active buying areas—in 
the 624 counties which include all the 
cities of 10,000 or more population. In 
these 624 counties 
live 68% of all the 
nation’s families — 
and these families 


account for 81% of families in thousands of other communi- 
ties, large and small, regularly buy and 
read The American Weekly. 









all retail sales! 
AMERICAN That’s the incom- 
WEEKLY 





my 





NEARLY NEAREST “*The National Magazine with Local Influence”’ 
6,000,000 COMPETITOR cia 
CIRCULATION CIRCULATION Main Office: 959 Eighth Avenue, New York City 
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GET MORE SALES 
WITH THE MAGIC FINISH 





Nine feet of snow at Leadville did not stop this lad, or other Public Service Company 
of Colorado employees in the |.E.S. lamp campaign, in which the Tip-Bonus (non-sales 
departments) sold 2,00! units. 


Employee “Tips” 


—brought $450,000 worth of appliance merchandise 













































sales to Public Service of Colorado last year 


Fy LOT of dog-eared merchan- known as The Employee Sales Bonu 


dising maxims have gone by Activity. Its date of birth 


OUT IN A FLASH! 








the board since Public Serv- March 1, 1931, when Melvin 


| 
This magic finish Presto Tray of patented* A . ; : 
| ice Company of Colorado established (Doc) Rowley a young Compa! 


contour slips out of the freezing compartment in a ; , : , : 
s Tip-Bonus plan six years ago. One engineer with a flair for salesmans 





a flash does not stick no levers, links or 1 1 1 +} . . . ° , 
; , of these philosophies applies to the in was assigned to the task of stimula 
; > tight—no sharp edges to cut , t P i I 
cams to freeze tig no sharp edge 7 : | eptness of accountants, repairmen, ing appliance sales. Gaylord 
spi secon leas f an ube ] . ; : 
just split ynd release of tray a cubes complaint clerks and engineers as Buck, general commercial manager 


| salesmen Public Service Company, had an 

that sales resistance would be ov 
come, even in depression times, if n 
sales departments cooperated with 
trained merchandising personnel in 
intelligent manner. 

\ method of rewarding employ) 
who turned in “tips” on prospect 
customers was evolved Any pi 
pect who became a customer by t 


route—to the satisfaction of the cre 
department—earned dividends for 
individual who turned in the name 

Since the beginning of this activ 
each year has shown an increase, ¢ 





minating in a grand total of n 
“DOC" ROWLEY than $450.000.00 for 1936. The me 
—heads up The Employee f the program is that it provides 
Sales Bonus Activity or “Tip day-by-day stimulus, constantly 
Bonus.” freshed in the employees’ minds by bul 


letins and campaigns, written, p! 
Ice Cubes Instantly I I 


lhe Colorado utility kas found no moted and persistently waged 
> entre re -nte sen : . “ ” siete 
A slight pressure and Presto Tray's patented magic philter that transforms book Doc” Rowley. It provides a ba 
contour pops out a rubber gridful of ice THE : : : : nial - : - : 
iy § spay ress | keepers, trouble shooters and slip-stick for mutual understanding and coope 
cubes... ready toruse...oneoradozen... UAGIC FIN. y wie . , . : 

AGIC f . vie tant saad RS ti ‘tween the sales 4 ; 
as you need them... no splashing or sink ‘ TSH experts into merchandising miracles. tion between the sales and other 
dunking, no fuss or bother PATENTED CONTOUR It has simply adapted a merchandising partments. 

technique to the peculiar, or special As an example of the success 


Presto-Chango— Prospects Become Buyers 


The 10-second magic of the Presto Tray 
Demonstration will turn casual prospects | es O 
into interested buyers. Presto Tray drama- 


tizes the important refrigerator sales features 


ized, talents of employees Engineet the plan, witness results of the I.E.‘ 
\, for instance, knows all the an lamp campaigns last Spring and Fa 
swers to scientific problems concerning Through sales leads furnished | 
plant equipment, but would fail 3onus Tipsters, employees assisted 
Saat : lalla , F sttaa . aslec. tooreaentil 
which your salesmen want to stress... fast miserably if he atte mpted to sell a making 2001 lamp ales, represen 


freezing ... full ice-making capacity... no perfect-fitting set of false teeth to a approximately $22,000.00 in gr 
ice waste...no crushed cubes...no fuss | weathly “gummer.” Accountant B merchandising revenue. This fig 


.no bother. So get Presto Trays and get can make a page of figures say does not include purchases of lat 


action. Play up split second release of tray 


as le” tnt ait ealamee + : 1 » ] - P antimaine 
7 l t V ui¢ laps < V em V " n r action 
and cubes via magic finish Presto Tray with WITH RUBBER GRID —s ‘a — a & the . — = Sow 


; . | mere thought of trvine to sell any- which Tip-Bonus played no part. 
rubber grid convenience—and sign up more * | th S} M yo 9 cs Bars — Public Se ,, 
and faster sales. Insist that your new refrig- & — eee _ ~ = excellent an —— of I ub ee 
erators come factory equipped with Presto CUBES INJO SECONDS his line—but his line is silent in sales pany’s sales organization, it is nec« 
T'rays—which give all the advantages of a matters. Yet each of these men col sary to set up an employee campai 


fast freezing metal tray, plus all the con- lects sizeable bonus checks as a re- in two units: One for the Deny 
veniences of rubber grid. i sult of appliance sales every time pay- area, and another for the ten distri 
INLAND MANUFACTURING DIVISION day comes around elsewhere in Colorado. Cash pri: 
General Motors Corporation © © Dayton, Obio Officially, the Tip-Bonus system is (Please turn to page 22) 
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¢ WITH THESE NEW 


‘| “BREEZE-MAKERS”™ 





ise 
ie ON’T delay! Get in touch with the General Electric 


Air Conditioning dealer today. Get the news about 
the new profit-sharing plan on G-E Air Circulators. 











These new Air Circulators are very effective for ventilating 
F homes, stores, offices, shops, restaurants, etc.... And they 
3 sell fast on demonstration! 


The reason? They drive out hot air and odors—bring in 
fresh, cool air—and do their work quietly, effectively and 
economically. 


Let them pull in profits for you. 





MODERN EQUIPMENT FOR EVERY HEATING 
AND AIR CONDITIONING NEED 


General Electric offers a complete and 
highly flexible line of heating and air 
conditioning equipment. Everything 
* from home equipment up to large cen- 
tral plant installations. 


b G-E OIL FURNACE, STEAM AND 
p HOT WATER 


| G-E GAS FURNACE, STEAM AND 
ba HOT WATER 


per G-E OIL-FIRED WARM AIR 
r d CONDITIONER 


G-E GAS-FIRED WARM AIR 
CONDITIONER 


; G-E AIR CONDITIONING UNIT 
F: G-E AIR CIRCULATORS 
- G-E ROOM-AIR CONDITIONERS 


ed G-E WINTER AIR CONDITIONER . . : 
sy. If you have any difficulty locating the General Electric 
ms FOR RADIATOR HEATED HOMES 1ir Conditioning dealer in your city, write direct to the 


QT factory and we will send you his name and address. 
ig Write to—General Electric Co., Air Conditioning Dept., 
as Division 51823, Bloomfield, New Jersey. 














“ GENERAL && ELECTRIC AIR CIRCULATORS 
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why we do not ask manufacturers to use this tag 


| The uses of Aluminum in electrical appliances vary so in size and 


location that tagging isn't very practical. 


2 There isn't any such tag. 


But the idea is a good one. Customers like to know that the best 
materials are used. And your customers do know Aluminum. 

Since there is no tag, you do the telling. That’s good selling. 

It’s the lightness of Aluminum parts that makes many 
electrical conveniences really convenient. When the manu- 
facturer has given you lightness to sell, sell it. The manufacturer 
uses Aluminum to give you a sales advantage. Accept it! Say, 
it’s made of aluminum. 

It’s the heat conductivity of Aluminum that makes faster- 
freezing ice cube trays and grids; that makes better sole-plates 
for irons; better waffle molds. In such places your manufacturer 
uses Aluminum for better and more economical performance: 
to make his product easier to sell. It pays to tell why 
it’s made of aluminum. 

Nothing tricky about this selling idea. Seven out of eight 
American homes use Aluminum cooking utensils. They know it, 
believe in it, depend on it every day. Capitalize this confidence. 
Say: it's made of aluminum. ALUMINUM COMPANY OF AMERICA, 


2160 Gulf Building, Pittsburgh, Pennsylvania. 








Employee 
que Continued From page 20 — 


are announced and a bonus sche 
dule paid sixty-five cents for the sal 
of one lamp; 75 cents for two lamps 
85 cents for a three-lamp sale, an 
$1.00 per lamp for four or more 
Rivalry between various teams and de 
partments was stimulated by setting 
quotas, and small over-riding commis 
sions for team captains. The ubiqui 
tous “Doc” Rowley whipped this com 
petitive spirit to fever heat by the 
written word and speeches at sales 
rallies. (During special activities, 
Doc is apt to spend the evening on 
Colorado’s Western Slope and appeai 
before a large gathering in Denver the 
next morning. ) 

During the Fall campaign, a total 
of 4,898 lamp tips were turned in by 
employes, producing 1,216 sales—about 
one out of four, an improvement of 
20 per cent over the general average 





Viewing the Denver district separ 
ately, as an index of results undet 
Tip-Bonus control, we find that ap 
proximately $188,000 in  applianc« 
sales was made in the metropolitan 
area during 1936. This represents a 
sizeable percentage of the Company’s 
total merchandise turnover in Denver 
More important, the sales thus made 
represent business that otherwise 
would almost inevitably have been 
lost. In practically all cases, the in 
genuity of regular salesmen had been 
tried and found wanting; or, the pros 
pects could not be contacted through 
conventional sales channels. 

A word here is apropos as to why 
this $188,000 worth of business would 
have been unobtainable without Tip 
Bonus aid: Many citizens have an 
aversion for “bell ringers” who in 
terrupt their daily routine to sell some 
thing; others, for reasons good, bad 
indifferent and prejudicial, won’t buy 
from a utility representative if they 
can help it; another classification is 
inhibited against the particular brand 
of merchandise featured by the utility 
These complexes and inhibitions ar¢ 
forgotten over the bridge—or poker- 
table. They vanish in unguarded con 
versation at bowling alleys, concerts, 
movies, churches, teas, night clubs 
dances and elsewhere. Company em 
ployes, their wives, sisters, mothers, 
brothers, sweethearts and pals partici 
pate in practically every type of social 
diversion. On the alert, personally and 
by proxy, it is inevitable that they get 
word that Mrs. X wants an electri: 
refrigerator; Mr. Y contemplates hav- 
ing the house rewired; Aunt Mehitabe! 
is goofy over the convenience of an 
electric range. Such information starts 
the machinery of salesmanship in mo- 
tion. A “tip” is turned in to Rowley’s 
office; it is assigned to a salesman in 
whose territory the prospect resides, 
and the chances are about 1 to 44 that 
a sale will result. 

Procedure in handling, recording 
and reporting tips is on a sound basis. 
Employe confidence is fostered and no 
objectionable high-pressure _ sales 
angles are involved. The employ: 
merely writes the name of his, or her, 
prospect on a form provided for the 
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‘Tips” 





irpose. A typewritten copy is sent 
the sales department. The original 
ird is filed: “Active” for 90 days. If 

) sale is made, the tip is voided (but 
ay be renewed if circumstances war- 
int). Ifa sale materializes the bonus 

paid as soon as possible—added to 
ie regular paycheck. 

Salesmen appreciate the assistance 
hey receive through tips from non 
iles associates. Their commission is 

it cut to compensate the other fellow. 
\s a consequence, an excellent coop- 
rative spirit prevails. 

\ glance at some of the electric ap- 
liances sold by Tip-Bonus activity 

Public Service Company of Colo- 

ido last year is illuminating: 154 
efrigerators (and many of them were 

mmercial units, costing well over 
$200.00 apiece) ; small appliances such 
is food mixers, toasters, coffee makers, 
tc., 112; wiring, fixtures, signs, 65; 
vashers and ironers, 37; electric 
ranges, 26; sweepers, 22; radios, 15 
ire a few of the items. All told, 
2,571 units were sold by the Tip- 
Bonus route—and this figure, ob- 

iously, does not include the I.E.S. 
lamps aforementioned. 

About seventy different classifica- 
tions, on which bonuses are paid, have 
been set up. All employes other than 
those engaged in direct selling par- 
ticipate in the plan. Some 30,000 tips 
were recorded in 1936, developing 
sales that average 34 per employe. 

Many interesting incidents develop 
from employe tips. Once classic is 
this: 

Repeated calls by a sales representa- 
tive on a certain housewife brought 
no results save failure. An employe 
tip, stating that the salesman should 
contact the woman’s husband living 
it another address, was registered. 
Through oversight the salesman ne- 
glected to follow instruction, and his 
rate prospect (the houswife) dis- 
missed him peremptorily and with 
scarlet ears. Puzzled, the salesman 
examined his “tip” card more care- 
fully, this time noting the employe- 
tipster’s advice. He called at the 
proper address, contacted the woman’s 
husband and made a sale, learning that 
marital discord has separated the 
couple, but the husband (though he 
was in the “dog house”) wanted to 
provide adequately for the household, 
of which he was no longer a member. 

The 1936 Tip-Bonus business was 
58.8 better than in 1931-32, its first 
year. During this period, “Doc” Row- 
ley’s blue-black hair has developed a 
noticeable salt of white. As director, 
manager and promoter of the Em- 
ployes’ Sales Bonus Activity, he issues 
bulletins; travels extensively and de- 
livers many orations; exhorts groups; 
inspires district managers of the Com- 
pany to carry on the work; organizes 
employe campaigns; keeps his finger 
on the Tip-Bonus pulse by means of a 
rigid statistical survey and, in his lei- 
sure hours, keeps active in Denver 
civic affairs. He is reported to have 
spent one evening at home in 1936— 
figuring how to stimulate employe in- 
terest in the sales of electric fans. 
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The Automatic Line for 1937 Includes 


7 models of Washers—5 Electric and 2 with Gas Engine. Also a 
fitting companion in the new Automatic Save-A-Day lroner. 


Outstanding Sales Features 


of the new Automatic Washers are beautiful Streamline designs, 
Duo-Dise Agitator with its two-way washing advantage, Stokes 
patented ball-bearing transmission, backed by a broad and liberal 
Service Warranty which insures you against usual service losses 
and the exclusive ‘Magic Button'"—greatest safety improvement 
since the swinging wringer. 


ELECTRICAL MERCHANDISING—APRIL, 1937 




































Mr. DEALER—Do You 


Know How You Can Bring 
100 Bona Fide Washer and lroner 


Prospects into your store twice in two 
weeks and on the second visit, they 
will have a total of more than $2000 
in their pockets? 


Automatic has such 
a Plan—It's Copyrighted 


No guesswork about how it works. 
Dealers who have already tried it re- 
port an average of more than 100 
good prospects came into their stores 
twice in two weeks—and on the 
second visit they had better than 
$2000 cash with them. You'll find it 
the hottest, fastest acting merchan- 
dising idea ever originated for selling 
washers. It— 


—Makes immediate sales 
—Secures you lots of prospects 


—Brings about a tremendous store 
traffic. 


Send for our 5 Star Pian Book 


Describes fully this remarkable, new ani 
copyrighted sales plan—and tells you abu 
four other plans that really work. Be s r2 
to send for Automatic's Five Star Plan at 
once. 


AUTOMATIC WASHER COMPANY 


208 W. Third St. Newton, lowa 








AUTOMATIC WASHER COMPANY 
208 W. Third St., Newton, lowa 


Send me your Five Star Plan Book and your 


1937 Proposition on Automatic Washers. 
Dealer's Name 
Address 


City State 
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STATISTICAL BAROMETER 


A DIGEST OF FIGURES INDICATING THE PROGRESS OF ELECTRICAL APPLIANCE SALES 








compiled by Marguerite E. Cook 


Market Analysis Department 
Electrical Merchandising 





TREND OF SALES BY STATES 1935-1936 


Household Electric and Gas 


Engine Clothes Washing Machines Household Electric Ironers 


Number Number ‘; Increase Gain or Number Number 
Sold Sold 1936 Over Loss over . Sold Sold 
State 1936 1935 1935 National State 1936 1935 
SE OE Mic ab etevessabesekussnan 1,729,135 1,413,761 . ar Oe i ee tea 180,281 143,856 
New England New England 
A) 11,346 9,617 17.98 4.33 inh ihe nhs oacke eda ee eae 986 1,046 
DCR. con ncckdechens 6,386 4,414 44.67 + 22.36 New Hampshire... .....2.0000. 1,051 880 
Vermont..... 8,772 4,103 113.79 +91.48 oie ace c ae ca eieleaenwe 624 549 
NS ss cae haen oubals 62,445 51,520 21.20 — 1.11 SEEN EOE E 6,885 5,259 
I ee eee 9,256 6,379 45.10 +22.79 SS ee ee er 1,568 639 
SSE A ne ene 27,741 25,889 Bete —15.16 Connecticut. ee ee 2,697 2,535 
Central Eastern Central Eastern 
SE ee ee 106,659 92,887 14.82 7.49 ERE ere 15,159 13,466 
Pennsylvania. ....---++-eeeeees 210,288 143,288 46.16 24.45 ON EE OE NOS 20,560 12,795 
ES EE a ee 48,785 39,221 24.38 + 2.07 OE ee 7,277 5,433 
cn ckcuncekewen baie 3,472 3,142 10.50 -11.81 NG ind Onsale be hues eens 293 272 
TET ET CET TTT 18,525 13,646 35.75 13.44 ES ere ee 1,315 597 
District of Columbia............ 7,631 9,291 17.87 -—40.18 District of Columbia............ 1,890 1,552 
Mc dgdbvarisenkseneacis 16,692 14,183 17.69 — 4.62 , SE ee 1,010 754 
IM iviGusceencswiuds 30,335 22,212 36.57 +14.26 We Ws acewarsscsnseees 2,071 1,764 
South Eastern South Eastern 
North Carolina TRRUECELELELEL ST 12,092 8,330 45.16 T 22.85 North Carolina ee ee ees 879 751 
ee eS ere er 1,925 1,360 41.54 +19.23 ON EE re 202 181 
I al a i nts Se ie relies 17,522 14,452 21.24 — 1.07 Es aires oadb-aacea eames 1,319 990 
Rs cee padddeckeneeads 1,666 469 255.22 +232.91 a tag ced dencueein 212 36 
a li a ia And a miand 8,478 4,301 97.11 +74.80 LEER ae erie moe. 971 394 
Georgia. .......ecececsccccees 7,510 4,386 71.22 +48.91 ST dd ccd eneumenwunaedii 1,283 634 
a ia a i 7,718 5,559 38.83 +16.52 EE ES ae 1,187 504 


East Central East Central 


Se coon ]§€=6 92,788 35.30 +12.99 CR iddntccioweetenae wed 10,448 6,979 
Wisconsin COC SEE OSE eEeseseose 52,952 45,908 1 5 . 34 an 6.97 Wisconsin i al ie lal ee erie 3,756 3,095 
Rs antsdtustietontes 132.492 111,351 18.98 — 3.33 ae toit 19311 11/275 
NN iia a sales lls chai wate aioia 72,491 55,225 31.26 8.95 tink kana Gal wemw kaka wae 5,159 3,006 
ND histlatamcuhume ae ea maeen 150,804 117,981 27.82 5.51 is a ad as 18,292 12,827 
Nas Jacgccuseeenwratus 18,767 16,640 12.78 9.53 EEE Se rere 1,143 871 
West Central West Central 
ne ie 49,546 53,698 1.74 —30.05 a 3,798 2,991 
SN. 5 canines seneeens 15,049 5,842 157.60 +135.29 6 wre nin ecw weenie 983 290 
OS Saar ee 7,165 7,863 8.88 -—31.19 ee 329 293 
te ey elk Tas or are 44,237 45,215 2.17 —24.48 ae wens oeneeade maaan 2,639 2,802 
DN Li. eas cates ebiion 23,159 22,620 2.38 -—19.93 0 errr 2,258 1,749 
a ae ha aha oc ewe ees 57,846 51,634 12.03 -—10.28 iii a tienen wee bade ane 4,380 3,927 
—_ palahiaalecai een ee 28969 24998 15.88 — 6.43 EE acs sce acuneanniinahcas 11880 1.303 
South Central South Central 
Cc bed cbatetknacekewed 6,248 4,329 44.33 422.02 Pe civekchnedktweadiwon 315 174 
SEES ae ee as 24,767 24,461 1.25 —21.06 i certnknenséreaewes 1,578 1,289 
DJs csuakeedkenekumae 11,384 8,231 38.30 +15.99 ct naeih see se eel 511 522 
Pics ieenadchewauds awe ens 42,422 37,496 13.13 9.18 Mn se ctacsesccccéesstesed« 3,008 2,621 
Mountain Mountain 
| ae reer 8,859 7,977 11.05 —11.96 al, a ae 116 169 
ieee ne at iat 1994 6687 19.54 — 9.77 (sapiens 917 454 
ene 3,568 1,908 87.00 +64.69 Ce peiidccakveknndewen 466 323 
eying a Setar 13.787 13.417 2.75 —19.56 rcs ee 1,099 785 
Se ee 15,516 13,162 17.88 4.43 Gai cecadenneewiwawss 1,566 1,423 
Pi scsavesnheneese anme 6,231 5,613 11.01 11.30 Pe Rethenhdnseceenaduécena 751 563 
No ecg wetedaneees 2,703 1,952 38.47 +16.16 PS tbe ewncewenennt 159 191 
West Coast West Coast 
cc a bcisakhondenaes 32,341 31,287 3.37 18.94 CS pb bac cdeberewneans 4,119 5,265 
CHORE oo cee. rékveaneetice , 23,246 17,771 30.81 + 8.50 Ca didebeseesetabeuers 3,569 2,549 
COs cerccsccsecessooenes 123,968 108,238 14.53 — 7.78 NG dnp inane wee ahemainn 23,860 24,367 
ay ein Suede ald eos 1,839 820 124.26 +101.95 DE ndentchdtnneexananae 242 122 


Note. — Above figures have been projected to industry totals from data compiled 
by the American Washing Machine Manufacturers Association. 


Prepared by Market Analysis Department, ELECTRICAL MERCHANDISING, 
March 1937. 


For further statistical material see page 25 





“7 Increase 
1936 Over 
1935 


2 


5.32 


5.73 


19.43 


1 


3.66 


30.92 
145.38 
6.39 


17.04 
33.23 
488 .89 
146.44 


135.51 


8 
2 


1 


1.03 
2.42 


4.16 


Gain or 
Loss Over 


National 


+17.86 


+55.71 
— 2.90 
—27.43 
—10.56 


+18.95 
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Prima gets the Jump on 1938 
with 4 Advance - Style 
Lines of Major Appliances 








3 PRICE LINES OF WASHERS 
in both spinner and wringer types, 
covering the entire field. Vitreous 
porcelain interiors and_ exteriors, 
Prima’s “Mid-Zone” gentle agitator 


and streamline “‘Nevercrush” wring- 





ers are combined with a structural 
ruggedness and mechanical efficiency 
to make Prima the last word in wash- 


ers of beauty, utility and worth. 





THE PRIMA IRONER 


with its exceptional simplicity and 





ease of operation and its quick action, 
high speed and large ironing surface 
represents the true answer to what 
women have been waiting for in iron- 
ing machines. Prima’s traditional pre- 
cision manufacturing and a reduction 
in the number of moving parts to five 
have completely eliminated the serv- 
ice problem. 

THE NEW PRIMA REFRIGERATOR 
with Humid-I-Pak evaporator and 
twin-cylinder compressor offers all of 
the worth-while modern sales features 
in 4, 5, 6 and 8 foot models plus a 
proven operating economy and me- 
chanical dependability which will turn 
a larger number of refrigerator pros- 


pects into buyers. 


WRITE OR WIRE NOW for the 
complete Prima dealer story ... as advanced 
in the cooperation and help it offers you 
as the Prima lines themselves . .. geared to 
modern times and modern problems to 


help YOU make larger profits immediately. 


THE PRIMA MANUFACTURING CORP. SIDNE 


ELECTRICAL 


MERCHANDISING—APRIL, 1937 


HIO 
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ITS POPULARITY 
BRINGS PROFITS 
Meadows 


WASHERS - IRONERS 


Destined to be the 1937 
“Standout LINE! 











HERE’S WHY IT’S *POPULAR— 
HERE’S WHY THERE’S *PROFITS — 


EXCLUSIVE FEATURES GALORE 


e THE ONLY WASHER IN THE WORLD WITH 
“FORCED FEED” LUBRICATED MECHANISM, ASSUR- 
ING LONG LIFE OF SERVICE 
(This Statement Can Be Proved) 

¢ ROUND AND SQUARE TUB MODELS 
e BEAUTY OF DESIGN AND COLOR 
e PATENTED CURVED VANE IMPELLER 
e CONTROLLED WASHING ACTION 
e EXCLUSIVE FREE ROLLING WRINGER 
e WIDE PRICE RANGE FOR GREATER SALES 

Write for Name of Your Distributor 

For Valuable Franchises Still Available 


THE MEADOWS CORPORATION 


SALES OFFICE 





FACTORY 
Bele] ti, icase), mai a a 


1945 S. 54TH AVE. 
CHICAGO, ILL. 
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Statistical Barometer 





REFRIGERATORS 


Holding fast to the level of gain es- 
tablished in January, the refrigerator 
industry sold 37.2% more household 


electric models in February 1937 than 


in February a year ago—more than 
doubling the output of the highest Feb- 
ruary previous to 1936. These sales 


brought the total for the two months 
up 39.6% beyond sales of comparable 
months of last year 

Following are EEI estimates of in- 
dustry sales of household electric refrig- 
erators, based on NEMA production: 
PE BO c oncekessinssvencodeee ae 
Feb Oreos’ 179,056 wnits 
2 Mos. 1937 .417,123 units 
© ey SO bcdvineocssws 298 820 units 


Saturation, January 1937 — 9,000,000 
wired homes, or 41.1% of total wired 
homes. 


GAS ENGINE WASHERS 


Although gas engine washer sales were 
down 8.08% in January 1937, compared 
with January 1936, the unit volume was 
far greater than in any January other 
than 1936 in the past five years. Feb- 
ruary, on the other hand, while showing 
a 10.89% increase over February 1936 
was 3.6% under the volume of Feb- 
ruary 1935. 

Following estimates of industry sales 
come from the American Washing Ma- 
chine Manufacturers Association: 


FEB. 1937 . “vecdencnwe He 
Feb. 1936... abansate 11,818 units 
i aS ..-» 11,724 units 
Jan ..-+. 12855 units 
2 Mos. 1937 .. , ; 24,830 units 
SE BOE F956 ciccccccssces Gees Gite 


WASHERS 


The washer industry got underway in 
earnest in February 1937 and sold a 
volume of household electric washing 
machines 20.25% in excess of February 
1936. For the two months thus far com- 
pleted, sales are 11.45% ahead of cor- 
responding months of last year. 

Following records of industry sales 
are taken from the American Washing 
Machine Manufacturers Association re- 
leases: 

FEB. 1937 ..... ...... 136428 units 
 —_—.. a ... 110,030 units 
2 Mos. 1937 ............. 246,458 units 
F BEOR, Tee scccce ~2ee. 221,133 units 


Saturation, January 1937—11,496,457 
wired homes, or 52.5% of total wired 
homes 


IRONERS 


Ironer sales of February were re- 
ported 15.56% ahead of February 1936 
and 49.1% ahead of February 1935. Total 
sales for the first two months of the 
year are now 17.3% higher than the 
comparable volume of last year. 

Following estimates of industry sales 
come from the American Washing Ma- 
chine Manufacturers Association: 


FEB. 1937 ... tsccsnses Bae ae 
Feb. 1936 .... eee 12,931 units 
2 Mos. 1937 ............. 30,801 units 
ee eee ae 26,247 units 
Saturation, January 1937 1,192,002 
homes, or 5.5% of total wired homes. 


VACUUM CLEANERS 


The upward trend of vactium cleaners 
was continued throughout February, 
with sales of floor cleaners ranging 
310% above February 1936. Hand 
cleaners doubled that record with a 
61.9% increase. For floor models this 
was the highest February business on 


CONTINUED FROM PAGE 2 





record; for hand cleaners not only t 
highest February but the third highe 
month in the industry’s history. 

For the first two months of 19. 
floor cleaner sales are up 27.4% beyo 
corresponding sales of 1936. 

Following are industry sales estimat 
prepared by the Vacuum Cleaner Man 
facturers Association: 

FEB. 1937 ..... 112,787 floor cleaners : 
38,477 hand cleaners 
Feb. 1936 ..... 86,084 floor cleaners 
23,769 hand cleaners 
204,843 floor cleaners & 
70,997 hand cleaners 
2 Mos. 1936 ... 160,817 floor cleaners 
48,768 hand cleaners 

Saturation, January, 1937—10,700,03' 
wired homes or 48.9% of total wire 
homes. 


2 Mos. 1937 


RANGES 


Based on figures reported to NEMA 
by the 12 manufacturers comprising its 
range membership, unit sales of house- 
hold electric ranges were pronounced 
123.7% higher in January and 52.8% 
higher in February 1937 than in corre 
sponding months of last year. For the 
two months unit sales are up 81.2% 
over comparable sales of 1936 
FEB. 1937 ... 24,537 ranges, valued* at 

$1,699,019 
16,062 ranges, valued at 

$1,442,229 
26,166 ranges, valued at 
$1,839,950 
11,696 ranges, valued at 
$ 810,314 
50,703 ranges, valued at 
$3,538,969 
2 Mos. 1936 .. 27758 ranges, valued a 
$2,252,543 


Feb, 1936 ... 
JAN. 1937 ... 
Jan. 1936. 


2 Mos, 1937 .. 


* Manufacturers’, not retail, value. 
Saturation, January 1937 — 1,735,450 
wired homes, or 7.9% of total wired 
homes. 


WATER HEATERS 


Comparing the 1936 business of nin 
manufacturers with the 1937 busines 
of eleven manufacturers, NEMA r 
leases indicate an increase of 11.2% for 
January and 52.9% for February in unit 
sales of household electrically-operated 
storage water heaters, over correspond 
ing months of 1936. Accumulated sales 
of the same manufacturers are 34.2% 
ahead of the January-February 1936 
volume. 


CS are 
PE tiskchhy heenerwts 3713 units 
So Seer 3,372 units 
SN us wgallowien adieu 3,033 units 


Ts head cone 
2 Mos. 1936... 


. 9,050 units 
ee canee .6,746 units 


IES LAMPS 


According to data supplied by the 
Electrical Testing Laboratories showing 
the number of base tags issued, sales oi 
IES lamps in the first three months oi 
1937 are presumably 45.3% above the 
1936 comparative volume and 30.7% 
above the 1935 volume. Gains for th 
individual months were as follows: Janu 
ary 1937, 110.8% over January 1936 and 
72.7% over January 1935; February 1937, 
13.4% over February 1936 and 19.8% 
over 1935; March 1937, 26.4% ove 
March 1936 and 21.9% over 1935 
i a ae eore 58,800 IES Tags 
SS errr 46,500 IES Tag 
. & saree 57,500 IES Tag 
Ss aa 50,700 IES Tag 


) & . aa 80,300 IES Tag 
eS —— are 38,079 IES Tags 
‘3. 3 ee 196,600 IES Tags 


3 BO. BIB s cca. . 135,279 IES Tag 
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THAT’S THE DELCO-FRIGIDAIRE FRANCHISE 





. a complete line of heating and cooling equipment backed by the 
powerful name of General Motors—and a far-seeing dealer plan that 
offers unusual opportunities to a certain number of alert business men 


:.. naturally interested in present profits... And you'll 
find them abundantly in the Delco-Frigidaire line of heat- 
ing and cooling equipment. It includes automatic heating of 
all kinds and for all size houses, led by the sensational Delco 
Oil Burner—fastest selling oil burner in the world. And it in- 
cludes cooling and air conditioning equipment for homes and 
businesses of all kinds—featuring the successful Controlled-Cost 
Air Conditioning. 

But to you, as a sound business man, the future is of even 
greater importance. 

And here the Delco-Frigidaire Franchise means ost—for it 
offers you a chance to build a /asting/y successtul business. 

Read the five major points of the Delco-Frigidaire Franchise 
shown on this page. 


Then if you are interested, mail the coupon below. 








It pays to have this Franchise 


DELCO-FRIGIDAIKE 


The Air Conditioning Division of General Motors 


PNGh ce) V-Vilom siz vai, icmmeele) ai, lca \, ieee), ipjagiol ii, lcme)ay-\1 
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Compare any other 
Franchise with these 


5 DELCO-FRIGIDAIRE 
ADVANTAGES 


1 The power of the name General Motors 
...and the proven record of General 
Motors in taking its dealers to the top. 


2 A complete line of heating and cooling 
equipment . . . offering such proven sales 
arguments as the Thin-Mix Fuel Control 
and Controlled-Cost Air Conditioning. 


3 The right products at prices so com- 
petitive that no sale need be lost. 


4 Accepted national leadership and 
widespread public acceptance. 


5 Dominant and convincing advertis- 
ing and sales promotion that tells a com- 
petitive story—dorh nationally and locally. 


Write for more information 
about this great Franchise 





MAIL THIS COUPON TODAY 


Delco-Frigidaire Conditioning Division 
General Motors Sales Corporation 
Dayton, Ohio— Dept. EM-4 


I am interested in your Franchise. Please send 
me complete information at once. 


Name 





Address 





City and State 
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Milwaukee Likes 


(IS THE BARTON WASHER ANY BETTER?} === 


closing. It could be improved if th 
were trims and spot displays wl 
we could set under our custom: 








WATER BREAKERS SHOOT 

















v4 WATER BACK THROUGH THE x noses. The greatest Ww eakness has bee | 
a fbons preconnl CLOTHES. FASTER CLEANING —- i" the lack of tie-up between the Elect 
c WHITER CLOTHES -SAVES J} Company and the stores.” 
WATER CURRENTS TIME...SOAP... CURRENT . ve Frank W. Greusel, Greusel | 


PER MINUTE. 


SS Ce 
Pes 


tributing Company: “You can say 
me that any dealer who has not n 
use of this wonderful plan has 

in his pants. It’s one of the best thir 





we have ever had to close sales, a 
you only have to look at what M 
! 


waukee did in 1936 to see what 











done with it generally. The utility | 
supplied plenty of material for 
salesman in town to work with.” 
Edward F. Zahn, acting buyer 
major appliances, Boston Store: “All 
our salesmen use this plan as a ¢ 
ing argument. I don’t think there i 
deal closed in here in which the « 
T tomer does not hear of it. It has 











boosted our refrigeration business in 


































YOU MUST : a 3 | ee ae ee 
"| z i # ecember. The only way I can tl 
SELL WE DO! BARTON . . 2 o M4 zi of improvement for it is more 
LOTS OF SALES ARE 8 . 1935 Ae ry : play matter setting forth its virtues.” 
BARTONS INCREASING MUCH porter + “ Gordon Ische: “We sold 12 elect 





FASTER THAN SALES 
OF THE 





| _ edoeeeeesch, NN ranges in November and all 12 
“s j j «5 ae | , : ‘ 
ewacpanese**borenes, | geste” 4 ne ae en them were sold by use of the ‘ten-i 























a In ‘s e = ; “et ' 
sj Mdustey: Sain > a a. 4 x a a one’ plan. It’s the greatest c 
INDUSTRY. b! - aa, RR A ae ee < 3 FS ae 
ni Pi & © | 3 bs * 3 =) 5 ever. 
sam | FES | MAR ape may | sum | sur | auc | sep | ocr | mov | DEC W. H. Roth. sales manazer. R 
Specialties Company: “Some deal 
| know are using it, and some are 


It all depends on the amount of c 
tacts they have with the utility. I: 
a swell idea. For example, my el: 
tric bill for my own home is betw 
$7 and $8 a month. Our house is 
electric and I feel I can put on 
kind of an appliance on the line w 
out adding much to my bill. It 
courages me to let go and get int 











habit of depending on the electricit 





As proof of the pudding of what t 
plan has done and is expected to 


Te simple convincing sales story pictured above— 
(1710 extra water currents per minute, cleans clothes in one has onlv to look at the records 
less time )—is the reason why Barton sales have increased Milwaukee appliance sales 
ver three times as fast as the industry’s average. art , 
1935 1936 1! 
Sales Sales Qu 
ee eee 1440 2159 3 
Water Heaters ... 665 910 
Refrigerators .... 6500 10000 13 
Portable Cookers... 5500 20000 23 


I.E.S. Lamps 3000 15042 22 


The dealer makes his rightful profit on every sale of a R 

= . ‘ . - Nanges 
Barton Convoluted Tub Washer. There is nothing like 
the Barton Patented Water Action; there is no price 


compctition to cut down your margin. 


And in addition, the Barton Line includes models to 


meet all competition models to use as leaders, models 
for special sales —all Barton in quality and service- - > 
ability. Ice Cream Party 


\NY a store has found 





Investigate the Barton Franchise. Start these 1710 | serving refrigerator-made Pp: 
Extra Water Currents per Minute working for you. fait in the store was excellent su 
THE BARTON CORPORATION, West Bend, Wis- advertising. The Boyle Furnit 
consin. Company, with three stores in var 

parts of Utah and Idaho, has va 

this by staging an ice cream part) 

the evening at its respective headqu 

ters. The invitations simply 
15 water breakers or troughs in the nounced an “open house” for the 
Patented Convoluted Tub force jets of casion, with refreshments served. 
water back through the clothes. 114 selling was done that night, but 
movements of the Multi-Flo Agitator tacts enough were made to provide 
past each breaker per minute produce attractive list of prospects for ! 
1710 extra water currents. follow-up. 
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J, EVERHOT 


ROASTER-—ENSEMBLE 


(FOR LIMITED TIME ONLY) D > A : 


TO INTRODUCE THE NEW EVERHOT ELECTRIC ROASTER-COOKERS 


To acquaint every single electrical appliance dealer with the greatest merchandise value in its classification; 
to prove their SALABILITY and PROFITABILITY: to step-up consumer sales with a spectacular value-offer 
that kitchen-managers, housewives, buyers everywhere cannot afford to pass up — we make this com- 
bination deal for a LIMITED TIME ONLY. Here’s a “natural”! We've devised a most attractive stand. 




































a pact, per work-high pedestal for the new Everhot Roaster-Cooker — one with maximum utility 
— and we've matched it with the major item. It's a perfect ensemble. A useful, work- a-day accessory 
for the improvement and convenience of any modern kitchen. 

And, we've made it possible for you to offer the ENSEMBLE at the regular price of the roaster-cooker. 
You offer both, and the consumer BUYS both, obtaining an extra-convenient, complete electrical cooker- 
stand outfit for the one price of the cooker alone, thus effecting a substantial saving. You profit quickly 
it's a “natural”! 


by both volume sales and quick sales. Again, 


The Everhot special Roaster 
Stand is all metal, Ivory enam- 
eled with jet black trim to match 
the beautiful Ivory body color 
and black trim of the Everhot 
Roaster-Cookers. Top and two 
selves are Ivory. Legs black. 
Top measures 22” x 16”— slightly 
larger than the base area of the 
cooker. Stands 3242” high — 
most convenient working height. 


ov 


Stand has all metal, fully 
enameled cutlery drawer. 


No. 690 (Rectangular) Everhot Automatic Electric 
Roaster-Cooker showing lifting rack elevated and 
inset pans. Two vegetable pans have covers. Choice 
of enameled or aluminum pans. Heavy brass. 
chromed, stain-proof cover. Guaranteed rust-proof. p 



















x 


Hinged, removable cover. Adjustable steam vent. 
Safety handle on front edge of cover. Many other 
features. The electric roaster-cooker sensation of 
eo acu. Two shelves “slip” into 
place and are secure 
without bolts. Readily re- 
movable for quick, easy 
cleaning; as readily re- 


p> 


Legs are fitted at base 
with non-skid, black rub- 


No. 697 Broiler Attachment for No. 690 Roaster 
Cooker. Sells as an extra. Quickly attached to, or 
detached from cover. A perfected broiler for perfect 
broiling (smokeless method). Illustration shows the New EVERHOT Roaster- 
Cooker No. 690 (Rectangular) on stand. 


THE SWARTZBAUGH MANUFACTURING CO. 
Toledo, Ohio 





See our representative immediately 


or phone or wire for full particulars 
of this Everhot Roaster-Ensemble 
Mr 0 oe It's “hot” now. It’s profit-SURE! 


Let us have full information regarding your limited time 
Everhot Roaster-Stand Ensemble Deal. 


Here's a sales and profit opportunity 


that comes up once in a “blue Individual 
ler’ moon”. This “Special’’ at a special MAIL ‘oelti-ye). 
[i for retail is bound to meet with not 








only consumer acceptance but consumer 
PURCHASE-ACTION. At the deal price The New EVERHOT No. ‘ Company 
this is necessarily a limited time offer. It 680 (Oval) with Stand > 
must be withdrawn soon. For complete (Ensemble) is also avail- . ° 
details, wire, signature your letterhead or able for DEALS — for . 
clip and return coupon at once! same briei period only. 4 Address 
. oe 
THE SWARTZBAUGH MFG. CO., Toledo, Ohio, U. S. A. ;. ~~ mre 
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Kansas City Gets the Facts 
THIS NEW CONTINUED FROM PAGE 5 














DESIRE FOR OTHER APPLIANCES 


Now Owned Might Add Might Replace 
K.C. Milw. K.C. Milw. K.C. Milw. 








| 
Electric Washer 58.5°, 82.07 7.5% 7.7% 5.4% 6.4°; | 
Electric lroner 21.1 30.8 13.6 24.4 2.7 2.6 | 
Electric Range 12.2 11.5 15.0 19.2 1.4 - 
Gas Range 74.9 80.8 sabes 1.3 12.9 5.1 
Water Heater 54.3 47.5 6.8 12.8 2.7 1.3 
Vacuum Cleaner 78.2 91.0 12.9 5.1 9.5 5.1 
Radio 93.1 93.6 mr 16.3 9.0 
Elec. Dishwasher, 1.4 1.3 7.5 We owksins: feapaen 
latinge—a little more of visualizing in enlivening a desire for other kit 
these enrichments of her own home- chen improvements is again remark 
life. ably proved by the K.C. survey. Whe: 
One of the interesting things that owners installed one, 66.4 per cent 
has seldom, if ever, been touched on asked their friends in (probably 
in advertising, promotion, or personal gloat over their fortune) but, wit! de 
ilesmanship is the labor and annoy- acquaintances in the kitchen, 38.3 
ance factors that are eliminated with per cent became aware of the old 
the ownership of an electric refrig fashionedness of their archaic range p 
erator. For example, these K.C. and of these, 69.4 per cent began to 
ywners report an average saving of desire to own a new one. That's 
11.7 trips to the store within a month, the way one appliance builds a need Di 


compared to a Milwaukee average of for another—and it is the same wit! 
9.8 (which can be expected because in washers and ironers. 
the latter the average cabinet sold has 








been smaller ) Just the trouble of MEMBERS OF FAMILY 
going to a store ought, when capital- INFLUENCING BUYING 
ized, to show the housewife that she DECISION 
can save money by owning an elec K.C. Milw. 
tric retrigerator Husband 44.7% 49 5‘ C ' 
Wife Da 32.6 29.9 
PRICE, IF BUYING AGAIN Children 3.5 1.1 
Relatives - 9.4 7.8 
K.C. Milw. 
$90-$100 0.8% 2.8% = Scetieests ea 
$100-$120 0 = 6 We'd better learn how to mix wu 
$120 $130. 1.0 69 our closing arguments to appeal 
oa $130-$150 19.3 20.8 hoth masculine and feminine ps) ( 
* Here’s the latest addition to product you have ever sold. $150-$175 98 26.4 chology. ai 
ae ‘ ; $175-$200 23.4 22.2 eaten é ee 
the Combustioneer family— All automatic coal burners $200-$225 13.7 +2 Still one out of two families is 4 re 
Model 2. With it you can sell the made in Combustioneer’s big, $225 $250 8.9 8.3 Pe os salesman skilled ‘ey oe 
aur , Over $250 16.1 2.8 selling all. The appliance opportunity tl 
great mass market of prospective modern plant are sold as Com- can never die because it is based upo! n 
stoker buyers in the low income bustioneers. Model 2 is a genu- Replacement being a growing fac- the most fundamental of things 
class. It's the answer to your ine Combustioneer. It has the tor, this table doesn’t reflect that it homelife, and such home convenienc: k 
yrayer! sa basic desi f must be done on a “trade-down” are constantly wearing out or becon ( 
7 q > as _ 2<c10 > ae ¢ ° ‘ “s ° e . . 1 
pray _ me Dasic design features as basis. Sell savings and terms—the ing obsolete in their functioning and is 
It rounds out a great profit line other models—each and every price will take care of itself! style. It’s a lifetime profession, boys a 
that will keep you “out of the one a visible and demonstrable The influence of the refrigerator have no doubt about that. ( 
red” during off-season months sales advantage. 7 
. help you eliminate turnover Ask to have a representative / 
17 
in your selling force and hold call and give you the complete tt 
your good salesmen... Combustioneer propo- " 
. 2 a N 
give you a larger net sition. Write us today. 

; , . : ; ‘ a 
margin of profit per unit Address, Combustioneer, th 
sale than any other Springfield, Ohio. P 

le 

p 

W 

THIS YEAR IT’S e 
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FOR HOMES, APARTMENTS AND FACTORIES 
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DIVISION OF THE STEEL PRODUCTS ENGINEERING CO. , ’ 

“Don't forget to get behind your ears too" n 

0 
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APPLIANCES WHICH PAY FOR 
THEMSELVES 
K.C. Milw. 


Electric Refrige- 
rator : 87.4% 94.20 

Electric Washer 63.3 75 0 
Electric Lroner 20.7 29.4 
Electric Range 14.1 25.0 
Gas Range 12.9 35.3 
Oil Burner §.2 14.7 
Water Heater 32.6 32.2 


The fact is that all do, and proot 
in be assembled to prove it. The 
that so many are aware of it 
couraging. The fact that so many 
| to realize it is a sales challenge. 
ere is plenty of fight for the con- 
imer dollar by outside industries who 
in’t justify their sales on a self 
nancing basis. It is up to us to 
emonstrate that such appliances as 
© above, when rightly bought and 
sed, constitute no drain on the family 
purse. They can be owned by the 
With that mo 
tive of service and backed by such 


roof, the world is our ovster. 


wliest wage-earner 


PURCHASING PREFERENCE FOR 
EACH APPLIANCE 
K.C. Milw. 


Kitchen Range . 223.1% @.7T% 
Washer 14.8 2 Pe 
lroner : 9.0 8.7 
Oil burner 5 8.6 
Radio =e 13.3 
Vacuum Cleaner 16.4 15.7 
Dishwasher ‘.7 1.8 
Water Heater 11.8 11.2 


No comment, except that such long 
owned things as the range, washer, 
ind vacuum cleaner, reach a_ stage 
of sales re-expansion and shouldn't 
he neglected The close correlation of 
the above table would probably be 
maintained in most markets. 

The interest in complete electric 
kitchens is surely growing amazingly 
(K.C. 35.1%—Milw. 41.7%) but it 
is the consensus of consumer desire to 
idd such appliances one at a time 
(K.C. 82.6% Milw. 82.5%). How 
ever, a considerable percentage of 
people, interested in home modern- 
ization, would like the plans on how 
their kitchens might be modernized, 
laid out at no cost (K.C. 33.7% 
Milw. 23.8% )—a chance to serve in 
a new and even greater way from 
the new building momentum now in 
progress. 

Well, there it is, with many facts 
left out. Certainly, this Kansas City 
project has again proved that city- 
wide sales research and training based 
m facts, is the needed thing to lift | 
ill appliance selling to an even fur 
ther level of public esteem and earn- 
ng power. We're getting calls from 
ther cities, and | hope to go on 
with this effort. 


i year, we'll gather the data that 


Through it, within 


will make our industry the most 
ficient of all from the merchandising 


1 


standpoint Signing off, my hat 


igain off to Joe Porter and Jerry 
Weston for their alertness, shrewd 
} 


ness, and the warm hearted character 


f their appreciation 


Well sure 


with \ron 





rye W 


o places 
1937" 





HE new 1937 Ironrite Ironers have what it 

takes to even up your sales curve and in- 
crease your annual volume. They are beautiful! 
They are completely modern in design! They 
are full of easy-to-demonstrate plus values... 
the kind your sales force will take hold of and 
enthuse about. . 
the only ironer in the world with two open 
ends—double the utility of any other ironer 

The Automatic Knee-Control that leaves 
both hands free and greatly simplifies the iron- 
ing of complicated pieces—any woman can 
operate Ironrite successfully the first time she 


. and sell. Ironrite gives you 


tries. 

Add to these accepted Ironrite advantages, 
new beauty that sells on sight; selective heat 
control; new knee pressing control; new style 
bakelite forming board, and a host of additional 
features that convert lookers into buyers, and 
you have just one of the reasons why 1937 








will be an IRONRITE YEAR! 

And now, Ironrite offers you a hardhitting, 
cooperative selling plan designed to bring the 
customers to your store. Get the sensational 
Ironrite story before you complete your 1937 
program. It will mean extra business for you 
and stimulate your salesmen to. greater 
activity in your other lines. Call or write— 








The Yronrite IRonER Company 


38 PIQUETTE AVENUE 


Detroit @ Michigan 
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WHAT PUSHED LINCOLN, NEBRASKA, 
INTO AIR CONDITIONING 





CONTINUED FROM PAGE 9 





When the first air conditioning boys Mr. Tabor was a leader in the ac 
looked over the town they saw that tivity last summer that resulted in ; 
Lincoln had this sort of a retail series of air conditioning advertis« 











breakup: ments being run in the Lincoln news 
fain 176 papers. Incidently, the utility doe 
Grocery chains ....... 19 not sell air conditioning. 
Hardware seres ...... 14 Factory branches and agents have 
lewelry stores ........ 24 been responsible for most of Lin 
Meat markets ........ 64 coln’s outstanding jobs—16_ business 
Music stores .......... 13 houses and 39 residences. . 
Office equipment stores 14 _ However, according to Melvin J 
Plumbers ............ 33 Stevenson of Air-Temp, the deale: 
Restaurants .......... 122 is coming into the picture. The need 
Shoe stores ........... 18 of air conditioning is for educated 
Department stores .... 8 dealers. Air conditioning needs a 
Drug stores .......... 58 local name, finance, selling material 
Dry goods stores and engineers for installation and for 
ee eee 8 service departments. 
Electrical dealers ...... 11 The air conditioning business 
RS eta SA. 10 doesn’t hook up with refrigeration as 
Furniture stores ...... 24 it usually follows renovation of old 
Ges end ofl stations... @ buildings or new construction and 
Chain gas and oil sta- takes from 60 to 100 days to wind 
SE anne 30 up each deal. This ties up quite a 
Genesel shoes ........ 03 bit of money. It is a business with 
S.10c stores .......... 4 three peaks. The commercial market 
Metneanhtle dealers .... 36 hits the peak April 1. New building 
Automobile accessory sales are uniform the year round 
stores and garages... 117 The heating angle hits the peak in 
suilding materials .... 32 October and comfort cooling reaches 
Cigar stores .......... 25 its high between July 1 and 15. 
Clothing and mens fur- Dealers should set up 5 per cent 
nishings %6 of their price for service, according 


; 9 thi setritustor ; sxnect 
Clothing and womens to this distributor and should expe 


furnishings ......... 19 approximately four calls during the 
Confectioners and soft guarantee period, two of which will 
ArinkS ooo ecceccee 32 be for imaginary ailments. 
cami Don’t try to sell air conditioning 
| 1002 without engineers, Mr. Stevenson ad- 
vises. For the neck of the bottle in 
Of these 744 were single stores, 52 air conditioning is the engineer. One 
. were two store multiples, 21 three- salesman can keep twenty engineers 


store multiples and 36 four-store busy. 













AND BREAKING chains. Sixty-seven belonged to na- So much for Lincoln’s air condi 
Heasege tional chains and 24 were local chains. tioning. What pushed the business 


rhirteen were leased department over was the economic need, the com- 










RE( ,ORDS ateetenill chains and four were manufacturers petition angle—and that’s going to 
Long Lite for Clothes branches. turn the trick elsewhere. 


G-E Home Laundry Dealers are 
driving ahead in the greatest sales 
drive ever launched. Sales are 


breaking records! 


The first part of the “Open Up” 
Campaign is over—but the second 
part starts soon. Come aboard for 
profits! Phone your G-E Distributor 


—now! 








GENERAL ({) ELECTRIC 


- 
G 
+ 





WASHERS AND IRONERS 


APPLIANCE AND MERCHANDISE DEPARTMENT, . 
GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN ‘Just let Hank try and slip by this electric eye without me hearin’ him.” 
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MAKE PROFITS ALL THE MARK-TIME DAY! . 


Your customers need MARK-TIME Products 24 hours a day. 





Tell them why and they’ll quickly buy! Here are a few of the 








uses that make MARK-TIME a steady money-maker for you. 





Lots of people like to wake up 
to music but don’t know how to 
make their radios oblige. Here’s 
a real sales opportunity! The 
MARK-TIME 10-hour overnight 
radio switch doesthetrick. Set the 
switch and tune in at night to the 
Station you want next morning. 





A grand breakfast! Coffee just right 
because the MARK-TIME Portable 
Switch turned off the percolator on 
time. Eggs boiled just long-enough 
because the Clock Watcher signaled 
when the exact number of minutes 
had passed. MARK-TIME starts 
the day with sales for you! 


How soothing the sun lamp is, es- 
pecially when you have a cold with 
chest congestion. It’s easy to fall 
asleep under its warmth—but that 
may mean a dangerous burn unless 
a MARK-TIME Switch is standing 
guard. Sell one for every sun lamp 
you sell...or now in use. 





“Blue Monday” is several shades 
rosier for the woman whose washer 
is controlled by a MARK-TIME 
Portable Switch. OFF goes the cur- 
rent when washing time is up. No 
need to worry about injury to 
clothes. Sell this switch to every 
woman who buys or ownsa washer. 





In Baby’s affairs, mothers bless the 
Clock Watcher. Its musical chime 
reminds that it’s time for his bottle. 
Regular feedings keep Baby 
healthier. Signals, too, to wake 
him from his nap. “Over-napping” 
makes Baby he at night. Sell 
Clock Watchers to mothers. 





MARK-TIME Clock Watcher requires no 
electrical connection. Easily set by a twist 
of the wrist. Signals with musical chime. 
Catalog sheets list dozens of uses. 





The pride of every woman's heart 
is a perfect cake, or biscuits done 
to aturn... anda Clock Watcher 
helps her succeed. The pleasant 
musical chime says, “time to look 
in the oven.” Invaluable with any 
kind of cooking. Eagerly bought 
by up-to-date women. 





MARK-TIME 10-Hour Portable Switch 
turns current ON or OFF at the end of any 
period up to 10 hours. Needed with roast- 
ers, for burglar lights, for radios. 









= 


A MARK-TIME Switch in the 
garage holds the light until you’ve 
had time to walk to the house. 
Protects you from hold-ups or in- 
jury from stumbling. Then, turns 
off automatically. Also, useful for 
porch lights ... gives light while 
you go to garage or enter car. 








It’s a nuisance to defrost your re- 
frigerator, especially in hot weather 
unless you use a MARK-TIME 
Switch. It can be set toturn current 
on again, after the defrosting in- 
terval. People will pay for this con- 
venience and economy. More 
MARK-TIME profits for you. 





Leave the house early in the morn- 
ing... come home at night to find 
your dinner cooked. The MARK- 
TIME 10-hour Switch makes the 
new roasters fully automatic. Half 
a million roasters already sold— 
more every day. Every roaster needs 
this MARK-TIME Switch. 





Prowlers aren’t apt to bother 
houses where lights are on. If you 
leave home early in the day and 
plan to return late, set the MARK- 
TIME 10-Hour Switch to turn on 
your lights at dark. Your custom- 
ers will welcome this sensible, low- 
cost burglar insurance. 





MARK-TIME Portable 30-Minute Switch 
can be set to turn current off at any inter- 
val up to 30 minutes. Many home uses! ON 
or OFF, 5-Hour Model also available. 











It’s old-fashioned to turn off the 
light and bump your shin as you 
grope your way to bed. A MARK- 
TIME Wall Switch holds the light 
until you’re safely in bed. Most 
convenient, too, for upstairs and 
downstairs hall lights— basement 
lights—closet lights. 





Ah, this 7s peace on a hot summer’s 
night. Go to sleep to radio music 
and cooled by a fan’s breeze. Then, 
a MARK-TIME Switch turns both 
off, after you’re comfortably asleep. 
Sell a switch every time you sell a 
fan or radio. Two sales ... two 
profits for you! 





MARK-TIME Delayed-Action Wall 
Switch, commercial and household types 
... adaptable to almost any need for hold- 
ing light in buildings, stores, homes. 


M. H. RHODES, Inc., New York, Chicago, Detroit, Cleveland, Boston, Atlanta Baltimore, Philadeiphia, St. Louis, Wichita, New Orleans, Dallas, Minneapolis, Seattle, San Francisco, Los Angeles, Cincinnati, Pittsburgh, Denver 















ins ote si ass dal al retin ceili tak ates acai san ea aaa tok lle: aka ep ds mice ale i + 
DEALERS , M. H. RHODES, INC., ' 
... For fast turnover, choose appliances that have Rockefeller Center, New York i 

built-in MARK-TIME time controls. Manufacturers of toasters, : , . ' 
< as Please send me information and prices. I am ' 

percolators, washers, sun lamps, ranges, etc.,now build in MARK- MARK-TIME duslew caine wholsesler. , 
TIME. Leaders in every industry use MARK-TIME because tests ' 
in their own laboratories prove ... and actual use confirms... Ww 2 Neato teh suhcealehden pie three cies aus 0cvhosuud naa veeasing ste celeiivia teas ! 
that MARK-TIME gives accurate, dependable service. BUS OR ee EE I BE OTOL Meh See SL eRe TER AR oe ; 
E.M.4 ' 

— — ee ee ee ee ee ee ee ee ee ee ee eee ee ee eee ee i i si anf 
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Here’s the ProfiTABLE 


Ask about this display that concen- 
trates the Proctor Line in your store into 
ve powerful wall or island display. It 


free with the “Balanced Order Deal.” 


ET’S GET on your side of 
the fence. We agree that you need major appliances to make 
money. But it’s nobody’s secret that today, more than ever 
before, smaller appliances are necessary to build volume 
to complement and lead to the sale of major appliances. 

The question is, whose line? Obviously there is only one 
reasonable answer: That line which offers more than meets 
the eve. We mean wide variety, the right price range and 
sound merchandising. ; 

Look, for example, at the Proctor Tasie-Line. Look at 
the wide variety of irons, toasters, wafflers, and the remark- 
able Roast-or-Grille! All turnover items—each with real sales 
Look at the price range! So much for the 

what of the merchandising? If you want 
the “more than meets the eye”—look into Proctor’s progres- 
sive merchandising plan. Yes . see for yourself exactly 
what Proctor presents in profit possibilities . . . how Proctor 
on your own floor! Your jobber 
can show you... or write directly to us. 


advantages. 
merchandise 


centers on your town 


PROCTOR & SCHWARTZ ELECTRIC CO., 7th Street & Tabor Road, Philadelphia, Pa. 
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New Homes and 


Load-Building 





community news and as such has been 
ven wide publicity by the local 
In fact, the whole pro- 

s so full of news that papers to 


newspapers. 
gram 
whom it was disclosed in advance are 
ommitted to give the plan publicity 
step by step as it develops. An in- 
teresting incident occurred in the case 
tf the New York Sun which indi- 
cates the news value of the plan. 
hey did not run the story we re- 
leased to them but, after seeing it in 
competing papers they sent a reporter 
to interview Howard Myers. The 
following day they ran a full column 
story about the plan. 

Now we are ready 
Obviously an 


architect is 
needed and the prosaic 


way would 
be to commission one to design our 
with the re- 
sults indicated in the survey. There 
would be little of dramatic value in 
such a procedure. So, instead of 
following such a course, we went to 
Mrs. Jean Austin, Editor of The 
\merican Home Magazine, who has 
igreed to plan the 


to plan our 
homes. 


homes in accordance 


homes. In_ this 
way we obtain the benefit of her ex- 
perience and contacts as editor of one 
of the smartest and most 


rapidly 
publications in the 


home 
We also enhance the prestige 


growing 
field. 
of our program tremendously by hav- 
ing such a national authority associ- 
ate herself with us. 

We might 


point, 


have stopped at this 
for it would seem that one such 
national figure should give us all the 
prestige we were seeking. However. 
the enthusiasm with which we were 
received prompted us to go further. 
The kitchen is probably the most 
important room in a house as far as 
we are concerned, for it is the load 
enter for the use of electricity or 
gas. In order to focus attention on 
this room, we singled it out from the 
rest and asked Miss Ada Bessie 
Swann, Director of the Home Service 
Center of Woman’s Home Com- 
panion, to specify the equipment and 
arrangement for our 5 Star Kitchens. 
The furnishing of such a home al- 
ways presents a knotty problem for 
the pressure from selfish individuals 
will frequently disrupt the scheme of 
decoration and intrude some piece of 
furniture or drapery which is wholly 
out of place. Again there is the 
touchy job of remaining neutral as 
far as our local merchant friends are 
concerned. We have been able to 
sidestep this responsibility quite 
neatly, and at the same time add an- 
other well known national authority 
to our cast by securing the agree- 
ment of Christine Holbrook, Associ- 
ate Editor of Better Homes & Gar- 
dens, and director of its Home 
Furnishings Section, to specify all 
furnishings for our 5 Star Homes. 
Thus, in Architectural 
Forum told the building industry of 
our unique survey and of the inter- 
esting trends it reveals. In March, 
American Homes proudly told of the 
designs Mrs. Austin worked out for 


November, 


APRIL, 


CONTINUED FROM PAGE 7 





us. In April, IV’oman’s Home Com 
panion told its readers about the kit 
chens they laid out for Niagar 
Hudson’s 5 Star Homes with gorgeou 
color photographs of the kitchen fo 
the Albany 5 Star home. Finally, nex 
October, Better Homes and Garde 
will show in four color photograp!] 
the decorations and furnishings whi 
they specified for us. 

| have sketched only a tew of th 
elements of the plan which 
indicate the 


should 
clearly marvelous of 
portunities for getting our story be 
fore the public is an interesting way 
By next October everyone in thes 
communities, and many of those 

outlying territory should know an 
appreciate the importance of our 

Stars. We 
rather keen part of 
prospective home owners to be con 
tent with nothing 
standards. It is at this point that 


shall have developed 
desire on the 


short of 5 Sta 
the plan really goes to work for u 
Instead of having to sell our 
piece by piece —a range, a retrigera 
tor, or an I. 


Service 


E. S. lamp, or—we shal 
and influential group of 
our customers insisting that the build 
ing industry furnish them n 
than 5 Star qualifications 
Standard 
developed for various price 


have a large 
thing les 


specifications have beet 
classifica 
tions and for various comparative fuel 
costs. If a house is built ‘onfor: 
to these 5 Star specifications, or if it 
is remodeled to 
mediately 


them, it im 
the 5 Star 


meet 
qualifies for 
designation. It then acquires all the 
prestige and all the acclaim which 
1as been accorded our initial 5 Star 


demonstration home. That alone 
should tremendously increase its sale- 
ability. But in addition, the Com 


extend other valuable 
sales assistance to the builder. Thus 


with estab- 


panies. will 


satisfactory cooperation 
lished between our companies and the 
local building industry and with an 
active public demand, we can confi 
dently hope that the vast majority of 
new homes built will incorporate sat- 


isfactory facilities for the use ot 
our service. 

Some of you are thinking that 
there are many, many more existing 
homes than the number of new homes 
to be built. That is true, but it is 
the new home that sets the pace in the 
real estate market. As people come 
to insist on 5 Star qualifications, old 
homes will have to modernize or run 
the risk of standing idle. 

Proper timing is of the greatest 
importance in determining the suc 
cess of any plan. We think the 5 
Star plan is perfectly timed It is 
lunched at the upturn of 
business cycle. 


being 
Adequate testimony 
is at hand to prove that residential 
home building is accelerating at 

very rapid rate, and that hundreds ot 
thousands of new dwelling unit 
must be provided to meet the short 
age which becomes evident in eac! 
community the moment 
chasing power is restored. 


family pur 
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CREATES 


AND MAKES YOU S - 1] yt 
. i d F be : ’ y ~ : ; > we ¥ - 
Here is the industry's newest and best selling idea Here’s all you need—and temperatures vary with those outside—but how the 
the Comfort Zone— from the floor up Fot R FEET. First, 3 “Four-Foot Zone ” always - omfort “ with yor 
2s nie ace equipment and Penn controls. Mail the coupon 
Temtrol (heat anticipating thermostat) mounted at seg . } . 

ie eos | bel S 1. Tem-Clock This is the “Comfort Zone” chart—a 
table level—where it belongs. Second, Lem-\ lock, flip of your fingers shows how inside Soon—Penn moves to its new, modern plant in Goshen, 
beautiful, all-electric clock and timeswitch, mounted at Ind.—-to give you even better products and service. 


eye level, for the economy of automatic Day-Nite i sae ate 0 . : x aX? 


control. And, third, to drive home the point that your fuk ACP * : ; : 4 . j AY 


equipment, Penn controlled, eliminates “Cold 70” 
assures, always, “Comfort 70°—the “Penn Comfort 


Card,” which graphically illustrates the superiority of 


CLIP OFF THIS COUPON 
ELECTRIC SWITCH CO., Des Moines, lowa 
Send no charge Comfort Zone 


quickly and easily—make more money. Hundreds are noi Ae 4 $ No 
eg - ne £ and full ins tions for their operation. I employ 


Comfort Zone Control. Now, you can truly “forget the 


gadgets’ — avoid mechanical arguments —close sales 


doing it. Investigate 
salesmen. I handle 


Name 
Street & No 


Cty. 
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**4-B first supplied Chromalox after a thorough investiga- 














tion convinced us it was the best enclosed unit. Five years’ 
experience in cooperative selling with Chromalox has proven 


our conviction was correct. 


The Chromalox large, flat cooking surface always appealed 
to us as the most effective cooking or heat-transferring medium. 


Apparently A-B users are well satisfied, because we seldom, 
if ever, are asked to service a Chromalox Unit. 


Yes, we will maintain Chromalox as Deluxe equipment for 


A-B 1937 Ranges.” 





Yours very truly, 





abl 


= = 
Used in the following ranges: BUYERS OF THESE FINE RANGES accept their Chromalox Super- 
Speed units as visible evidence of the determination of the range 
A-B MARION builder to provide the best the market affords throughout every de- 


tail of range construction. 


CRAWFORD MONARCH 


Wise merchants selling these ranges capitalize on this fact, and 
ESTATE NORGE permit the Chromalox unit to aid their selling. They know that this 
unit and the range it serves, will back up every word they say. 


EDWIN L.WIEGAND COMPANY, 7525 Thomas Bivd., Pittsburgh, Pa. 
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KELVINATOR QUALITY 


UNIVERSAL 
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The 


Plate Glass 


Fairy Godmother 


Or 
hy Are 


erchants 


Most 
Nertz? 


By Frank B. Rae, Jr. 





, . . if your landlord came around every morning at 7.59 and massaged 
his ‘finger tips for twenty bucks for the day's rent. . .' 


UITE a number of years ago 

a bright young real estater 

who had a corner location 
for rent, made the solemn declaration 
that the sales value of display win- 
dows equals the sales value of the store 
interior. In other words, if the rental 
on a piece of store property is, let us 
say, one thousand dollars per month, 
the windows of that store are worth 
live yards in good and sufficient coin, 
script or other valid media of ex- 
change 

Now, when and if you pause to 
figure out this bland and _ beatific 
assertion, you may as well brace your- 
self for a severe headache. 

Let us first reduce the five hun- 
dred monthly simoleons to the land- 
lord’s daily take, and you find that it 
mounts up to just about one double 
saw-buck per business day—in other 
words, it amounts to twenty fish— 
twenty berries—twenty iron men— 
twenty good, American stove-lids. 

I admit that twenty clackers do not 
constitute a sum of money about 
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which Edsel Ford would run a dan- 
gerously high blood pressure, but if 
your landlord came around promptly 
at 7.59.59 A.M. each morning, and 
massaged his finger tips, and said, 
“Twenty United Stets jumpin binns, 
mine fren, oder de shtore id don’t 
open,” it is highly probable that you 
would cast the baleful glare on those 
display windows and ask Charon’s 
paymaster what the blue-green blaze 
you were getting for your money. 
And then, perhaps, you might make 
a little investigation covering this 
tribute you pay to the plate glass. 
Such an investigation was recently 
made. It was not one of those na- 
tion-wide ‘ which includes 
everybody from the push-cart peddler 
on Houston Street to the mercantile 
palaces off Times Square: it was, in- 
stead, one of those small-city sleuth- 
ing jobs performed by twenty-three 
keen college lads under very strict 
supervision. Having examined both 
their instructions and their reports, 
I am personally inclined to say that 


‘researches” 
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buy from. 








. Our windows are designed to look at and not to 
They are beautiful but dumb.” 











the results of this investigation are 
about as close to the ascertainable 
truth as a fellow could hope to get. 

The procedure was simple. One of 
the investigators was stationed just 
inside the door of the establishment 
under surveillance, and his first job 
was to count the number of passersby 
and the number who paused to look 
at the window displays. When one 
who so paused entered the store the 
investigator was required to learn 
whether or not the displayed item of 
merchandise was purchased, and if 
so how much, and in addition he was 
required to learn the sales amount of 
any other merchandise purchased by 
this customer. Through the co- 
operation of clerks it was a simple 
matter to gather these facts without 
interrupting unduly the check-up on 
passers and window-gazers. 

And now we come to some of the 


results of this investigation. Stores 





- . one out of every three pulled i 
by the window are new customers . ” 


which had striking window displays 
of a most common item of electrical 
merchandise drew in three times (in 
round figures) as many purchasers of 
the displayed item as did stores which 
did not display this item in the 
window. 

Score one for the display. 

sut— 

The cash register sales of the par- 
ticular item was in both cases prac- 
tically the same. To elucidate, while 
the displays seem to have pulled in 
thrice as many customers as went 
voluntarily into stores not having dis- 
plays, these displays did not add to 
the per customer purchase of the item 
—in fact, the stores without the dis- 
plays sold a hair-line more of the item 
per customer than those which did the 
plate glass ballyhoo. 

Sut what about purchases by these 
customers of merchandise other than 
that displayed? Well, it appears from 
the returns that when a person had 
been enticed into the store by a 
snappy, or at least convincing, win- 
dow display, he or she bought other 
merchandise to the tune of almost 
double the sales volume of the dis- 
played item, whereas those who went 
voluntarily into a store not featuring 
this item in its display bought only 
about half as much other merchan- 
dise. 

This would seem to indicate that 
when you drag ’em in off the side- 
walk via the plate glass you sell sub- 
stantially more non-related merchan- 
dise falling in the “reminder” class 
than you do when the customer comes 
in with a fixed buying purpose. 

As a matter of fact we can go a 
great deal farther in our build-up. 
It was natural for the investigators, 
having ascertained that displays are 
effective trade-pullers, should extend 
their inquiry to learn what percentage 
of the trade so attracted are new cus- 
tomers. Of course, in stores handl- 
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Belden equipped appliances are free from 
Corditis. Your customers are learning the identi- 


fication marks of a safe appliance. 


Regular advertising in the Saturday Evening Post, 
Time, and Good Housekeeping is teaching them 


how to discriminate against nuisance equipment 
—and to look for the Belden Electrical Cord that 


prevents 9 out of 10 appliance failures. 


Keep your customers satisfied and save your 
A service department costly service calls. Specify 
\ Belden Electrical Cords on all your merchandise. 

7 Belden Manufacturing Company 
4663 W. Van BurenSt. - - - Chicago, Illinois 


1) Belden 


(,)) Ra 
X wh v 












Listed as standard Cenified by Appliance cord sets 
by Underwriters’ Electrical Test- tested and approved by 
Laboratories ing Laboratories Good Housekeeping 


Institute 
This is the new Belden Unbreakable Soft 
Rubber Plug. Its modern streamlined Millions of appliance users are learning the story of 
design was created by Raymond Loewy. Corditis from regular advertising in these magazines. 


PAGE 38 


The Plate Glass 
Fairy Godmother 


ques Continued from page 37 — 


ing major items, practically all cus- 
tomers are “new customers,” but 
where the stocks include such items 
as popular priced portables, tabie ap- 
pliances, cord sets, Christmas tree 
sets, a fixit department and all the 
mass of electrical miscellany which 
people buy from time to time, the 
store personnel gets to know its regu- 
lars and to spot newcomers. So, with 
the co-operation of a dozen merch- 
ants who helped the investigators 
check upon something over 300 cus- 
tomers who first paused before the 
window display and then came in and 
bought the item displayed, it was 
found that better than one-third were 
new customers. 





. investigators checked on items 
Soghe by people attracted through the 


window. . . 


\nd so, to sum up: 

(1) Window displays draw in 
three times as many customers to 
purchase the displayed item as go in 
voluntarily to buy the same _iten 
when it is not displayed. 

(2) Those who are attracted into 
the store by the display buy twice as 
much other merchandise as_ those 
who enter voluntarily. 

(3) One-third of those attracted 
into the store by the displays are new 
customers. 

But— 

Here is the fly in the pie: 

Only seven people in each thousand 
who pass your store are persuaded 
by the display to enter and buy. Three 
people in each thousand go in and 
buy that same item when it is not dis- 
played. The net result, therefore is 
four people per thousand in favor of 
the display—one customer won from 
the sidewalk out of each two hundred 
and fifty who pass! 

Not enough. 

The reason for this low rate of re 
turn, I believe, is that our windows 
are designed to look at and not to buy 
from. They are beautiful but dumb. 
Window displays should be more hu- 
man—less mere examples of the dis- 
play man’s art. They should talk the 
language of the man and woman on 
the street. Most emphatically they 
should talk in terms of sales. 

You are not talking in terms o! 
sales when your batting average is 
one hit in two hundred and _ fifty 
times at bat. 
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Your opportunity---cash 


in on this advertising. 


running full-color in May issue House Beautiful 


eas 
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Trade-Mark Reg. U.S. Pat. Off. 


GLASS COFFEE MAKER 


Give a lifetime of happiness. Thrill the bride . . . 
and earn the groom's undying gratitude as well. 
When you give this Silex glass coffee maker, 
your present brings full, rich coffee flavor... 
better tasting coffee . . . protected by Pyrex 
brand glass, guaranteed against heat break- 
age. Gas and electric models. And there's a 


LS utanled 


BRIDES’ SPECIAL 
a $5.75 value for $4.95 for limited time only 


special this Spring . . . Electric Table Model, 
regular value $5.75, for a limited time at $4.95. 
Beautifully embellished with a decorative shell 
of red or black Moldex, handles and covers to 
match, with handsome stove fitted with handles. 


THE SILEX COMPANY 
DEPT. HB5, HARTFORD, CONN. 





BRIDES’ SPECIAL 
in the Everyday Kitchen Model 


e@ $3.25 value 


De Luxe Lido Model, gleaming 
chrome decorations . . . $9.95 





ELECTRICAL MERCHANDISING—APRIL, 1937 





for $2.95 


Silex Buffet Service, better tasting 
coffee for a large crowd... $19.95 
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bulbs for the Fourth of July and Armistice day, 


° . . sight-saving lamps for the opening of school, and 
Domesticated Statistics © through a long | 7 


a long list of local and national 


ae _ occasions 
ies which will b * , 
Simple window trim arrangements are sketched, 


luring 1937 should be elec- . ; 
ring | uuld be elec the display cards purchased in advance as also 


equip] vith even fair adequacy, it wil the colored tissue and a conservative variety of 
nean a litti¢ itter of $100,000,000 increased background material. “I can knock together a 
ules of re ! viring-materials and appliances timely trim while the lobbygow is sweeping out 
es the practical supplier of the store in the morning,” he declares. 

wiring and appliances a trifle cold. He does not The windows are the talk of the town. 
visualize himself and the $100,000,000 as being 
what one might ill bedfellows. Like most sta- 
ti generalizations, the amount is too great 3 

and spread over too wide a territory to mean 

wch ‘ est individual. 


ou take the total number 


OF >> 1 
ent re ence meters 21,887 4/4 at last 


; zi. : : — a matter ee Get The oney 
even tnis nuge ut? , M 


A sale isn’t made till you get the money. 


eport—and you find that the $100,000,000 equals The merchant who acts on this axiom almost 


$4.56 (approximately) per meter. It is a fair never goes broke. Those who forget it or neglect 
ind logical supposition that the nation-wide build it acquire corrugated brows and a demnition un- 
ing of moderate-cost homes will pretty closely pleasant form of indigestion. 
= tration of present electric residence Getting the money, that is, making a collection, 
' ,' ay BONY: apes “por Base Angi . 
service. However, this estimate must be weighted is just a much a job of alesmanship as getting 
aa we wiiheciaiiiies ‘eantais Cucten Gites ts the order. It is amazing to us how few otherwise 
) in it) “IGC Taliol CT le aTZ ties | . - 
Moye censure . : keen merchants realize this truth. 
which many hundreds of thousands of domestic i . : 
, “eg rhe usual collection procedure is based upon the 
meters are in apartment houses and not in in- . 
n i ~ wh sotei ’ assumption that the delinquent does not want to 
; teal donhi ea } Can wtohting AE 
1 | u houses. Such weighting ; . , 
vad jua | — pay. This is very seldom true. In most cases the 
empirica f course, but our guess is that it ~atice of ‘ nt i ict “ ; 
cause of non-payment is misfortune—death in the 
ear nei rhhorhood of : ve | > oa . 
ir neignbornood oO! family, illness, loss of income—or, as frequently 
$5.00 per mete happens, because the debtor has been oversold. In 
VW , , f + $100.000.000 


such circumstances, bulldozing is unavailing, leads 
= wo after it only to ill-will. But the salesmanship, skillfully 
applied to the business of getting the money, will 
bring home the bacon and leave everybody smiling. 


The Price of Smugness 


Self-satisfaction is the flat wheel on the chari 
of progress. 

Let a man decide that he is real good, ar 
forty little pixies with banana peels in hand wa 
grinning around the corner to give him a cour 
in skull-busting acrobatics. 

Such a man had a small radio shop down 
the south-west corner of Cuyohoga County, Ohi 
He was good. He was real good. With no colleg 
education or technical training, he could diagno 
radio ailments in thirty seconds, correct them 
a minute and leave you listening to Tientsi 
more clearly than you could hear a local cloal 
and-suit spot ballyhooed by Joe Humphries. H 
didn’t know a kilowatt from a kilocycle—prob- 
ably thought a kilocycle was something they used 
in six-day bike races—we wouldn’t know. 

But anyway, somebody told him he was 
heaven-inspired genius. He believed it. And 
from that day dated his downfall. He got s 
smug he stank. And so we had to get a sopho- 
more from the local junior high to file the dial 
so we could tune in Cape Town and northern 
Manchuria. 

The moral of which story is that it’s on 
thing to know your business and another thing 
to get snooty about it. 


Meat For Salesmen 


We cannot recommend too strongly that th: 
facts contained in the article “Kansas City Gets 
the Facts” be given careful study by appliance sell- 
ing organizations. Here are two important cities— 
Milwaukee and Kansas City—compared as t 
retail selling practices, consumer reactions to sales 
approaches, saturation of refrigeration, salesmen’s 
presentations and all the other elements that g 
into the making of a live appliance market. 

To our knowledge, this is the first time such 
comparative study has been made and ELEC 
TRICAL MERCHANDISING is proud to hav: 
been the sponsoring agency in the assembling oi 
such basic market and sales material. Further 
studies, under the energetic direction of Gerald E 
Stedman will be made in the near future. 

One of the immediate results of the surveys— 
if Milwaukee and Kansas City can be taken a 
criteria—is the immediate stimulation of th 
retail salesman’s enthusiam in his job. And th 
is one of the negelected phases of most sales train 
ing programs. 

















» 
Taking Advantage of 
the Weather 
Some vears ago tl great cartoonist, Mc- 
Cut n, wanted vacation in the Orient, and 
at th ’ time wanted to hold his job. So, being 
lal f resource, he went to work drawing 
k” used during his absence 
The weather wv his favorite topic. He prepared ‘What will you allow 
srtoons to be used on hot davs. cold days. rainy me on it toward a 
, sane as Hae aaa Be Pigg A tin new radio—car and 
days, windy day valmy days, all sorts of days. all?" 
The art editor mplv selected a cartoon appro- 
priat ind let de 
We are reminded of the incident by an equally 
clever stunt of an electrical merchant of our ac- 
quaintar who prefers to be nameless. He has 
drawn up a hedule of appliances appropriate 
to all sort f occasions, including, of course, 
the weather—glow heaters and warming pads for 
cold days, fans for hot days, roasters and corn 
poppers for Chankse ng. red. white and blue 
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Hotpoint is a magic family name. 
Dealers everywhere are learning that 
‘*‘Hotpoint”’ on laundry equipment 
is a vigorous sales stimulator. 

It brings you business from the 16 
million homes in which Hotpoint 
appliances daily prove their superi- 
ority, and from the additional mil- 
lions of prospects who have been 
hearing and talking about Hotpoint 
for over 30 years. There is only one 
Hotpoint. It’s an old and respected 
family name that everybody knows. 


To your customers Hotpoint 
means dependability, long life, econ- 
omy. To you it means additional 
sales, and additional profits that 
you’ ve been overlooking a long time. 

Begin now to get business with 
Hotpoint. Find out about the Hot- 
point Streamlined Selling Plan. Ask 
your distributor about it, or send the 
coupon. This plan shows you how to 
make more money with laundry 
equipment and the entire Hotpoint 
line. Mail the coupon below now. 


EDISON GENERAL ELECTRIC APPLIANCE CO., INC. 
5620 West Taylor Street, Chicago, Illinois 


THE PURITAN 
A deluxe model with 
modern styling. All 
Hotpoint features: 
Thriftivator washes 


eee clothes cleaner and 


cheaper; is easy on 


=, delicate fabrics. Life- 


time finish. Lovell 
deluxe Wringer. 
G-E motor. Hot- 


point guarantee. 


washers Pfyffroin ironers 
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THE PATRIOT 


Double tub Spinner type. 
Thriftivator. Full capacity. 
Direct drive pump. Smooth. 
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PRISCILLA 
DE LUXE 


PRISCILLA 


Ironers every woman would love to own. Per- 
formance that you’ll be proud to demonstrate. 
Easy to use. Modern style. Hotpoint economy. 


Edison General Electric Appliance Co., Inc. 
5620 W. Taylor Street, Chicago, Ill. 

I want to find out how your Streamlined Selling Plan 
will make more money for me. 


Name 
Address 


City State 


i *) 
> 
® 
m 


41 





THE VOICE OF QUALITY 


“If it’s a G-E motor, 
it’s the best.” 


DO YOU KNOW? 


That G-E motors have indestructible 
rotors—cast-aluminum rotor windings 


without soldered or welded joints? 


That stator windings are specially 
treated to make them resistant to 
moisture, oil, heat, and mild acids and 
alkalis? 


That G-E washing-machine motors 
have sufficient lubricant to last the 
life of the machines on which they 


are originally mounted ? 


That these motors are quiet-running 
—mounted in resilient rubber—and 


will not interfere with radio reception? 









“It's equipped with 
a G-E Motor. 


iprnerinaet products are so 
outstanding that they are 
thought of as the best of their 
kind—are preferred by the gen- 
eral public. Buyers don’t need 
to be sold on the high quality 
of such products—they are 
already convinced. 


Thus, when it comes to the 
motors on the appliances you sell, you can save time and sales 
arguments by saying merely, “The motor is made by General 
Electric.”” For G-E motors are in this preferred class— your 
prospects already know that no better motors are to be had. 


The reputation of the appliance manufacturer, plus that of 
G-E motors, makes it possible to convince prospects just 
that much sooner that your appliances are Al. Hence 
you can use more of your sales talk to overcome your 
biggest single obstacle—that of proving to the prospect that 
he can afford to buy appliances; that the use of electric 
appliances is really the most economical and 
efficient way of performing household tasks. 
General Electric, Schenectady, N. Y. 


LET G-E MOTORS HELP YOU SELL 


G-E MOTORS 
PASS ALL Tests 
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The late Fred L. Maytag on the 
occasion of his 75th birthday. 


FRED L. MAYTAG 
PASSES AT 79 


Fred L. Maytag, founder and chairman 
ff the board of the Maytag Company, 


washing machine manufacturers, died in | 
He was 79 | 


Los Angeles on March 27. 
years old. 

Mr. Maytag began his career on his 
father’s farm in Cook County, Illinois. 
When he was eight years old, his father 
hought a grocery business and the boy 
had his first commercial experience. In 
1866, in common with the pioneer spirit 
of the times, his father put his family 
in a prairie schooner and set out to work 
a farm near Newton, Iowa. Fred May- 
tag grew up on the farm and often said 


later that he never had more than 22 
months schooling in his life. But the 
habit of long hours and hard work be- 


came fixed and was to be a driving im- 
pulse in his future life. 

At the age of 23, Mr. Maytag left the 
farm to become a $50-a-month salesman 
for farm implement dealers. A 
later, with his father’s help he bought a 
half interest in the business. From there 


on his business ventures were many. In | 
1888, he sold his interest in the firm to | 


buy a Newton lumber business. This 
lasted five years and then, 


help of three partners he founded the Par- 


son Band Cutter & Self-feeder Com- | 


pany to manufacture an attachment for 
threshing machines. He became half- 
owner and by 1909 his fortune was well 
established. About that time he tried 
his hand at two other business ventures: 
manufacturing an automobile, the May- 
tag Racer at Waterloo, Ia. in which he 
lost $200,000 and the South Dakota Cen- 
tral Railway, a short line he organized 
- 1904 but was forced to sell at a $100,000 
oss. 

In 1910, he gained complete control of 
the Parsons Company by buying the re- 
maining interests for $165,000. The busi- 
ness was on the decline because most 
threshers were being equipped at the 
factory with automatic feeders but, as a 
sideline the company began to make a 
small, hand-powered washer in 1907. In 
1909 Mr. Maytag transferred the assets 
of the Parsons Company to the Maytag 
Company and bought the rights to a new 
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GENERAL ELECTRIC FORMS 
NEW APPLIANCE SALES 
SECTION 


BRIDGEPORT, CONN.—The forma- 
tion of a new sales section for miscel- 
laneous household appliances has been an- 
nounced by D. C. Spooner, Jr., manager 
of the General Electric household appli- 
ance division here. It will be responsible 
for certain devices developed from time 
to time by the G-E research laboratory 
and engineering groups for which there is 
no immediate large developed domestic 
market. In the new section such appli- 
ances will be given individual attention 
and a full opportunity for market ex- 
ploitation. 

The General Electric comforter and 
floor polisher have already been assigned 
to this section. Roy W. Johnson has been 


| appointed sales manager. 


J. V. White, formerly distribution 
manager of the advertising service divi- 
sion of the G-E appliance and merchan- 


| dise department, has been assigned to the 


home laundry equipment sales section. He 
will be succeeded in his former position 


by W. H. Collins. 





Carrier Honored 


A silver plaque mounted on mahogany 
was presented by the Air Conditioning 
Bureau of Boston recently, to Willis H. 
Carrier, pioneer air conditioning engineer, 
in honor of the 25th anniversary of the 
presentation of his Rational Psychro- 
metric Formulae, basis of the present 
air conditioning science. The presenta- 
tion was made by Julius Daniels, presi- 
dent of the Air Conditioning Bureau. 





electric washer. Electricity in homes was 
scarce but he equipped with a gasoline 
motor and got started. The company 
ran into difficulties, however and, in 1921, 
was more than $1,000,000 in debt with an 
operating loss, for the year, of $400,000. 

In the meantime, his chief engineer, 
Howard Snyder had produced a new 


type of washer which relied on water | 
| the Buying Guide for the Bride. 


agitation alone to clean the clothes. Mr. 
Maytag scrapped the old model and, at 
the age of 65, began to tour the country, 
demonstrating the new washer to dealers 
and setting up a national house-to-house 
canvassing system. Within two years, 
the entire indebtedness of the Maytag 
Company was wiped out and the company 
rose from eighth to first place in the 
washer industry. Since that time the 
company has shown a profit every year, 
including the depression and today occu- 
pies the largest factory for the manufac- 
ture of washers in the world. 

Apart from his business ventures, Mr. 
Maytag had many other interests. He 
was in the Iowa Senate from 1902 to 
1912; he was Mayor of Newton from 
1923 to 1925 and in 1925 was named first 
Budget Director of Iowa. His charitable 
contributions amounted to well over 
$1,000,000. 

In his passing, the washer business and 
the electrical industry as a whole has 
lost one of its vigorous pioneer spirits. 
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ELECTRICAL GIFT MONTH PLANNED 
FOR JUNE BY HOUSEWARES GROUP 


Next Activity of Electrical Housewares Program To Center 
Around June Wedding Market 


NEW YORK—First concentration 
of the Electrical Housewares Pro- 
gram for 1937 will provide a coor- 
dinated sales effort designed to sell 
electrical appliances to the June Wed- 
ding market, the Edison Electric In- 
stitute announces. Electrical table ap- 
pliances as wedding gifts for. the 
modern bride is the general theme 
around which the activities for the 
month are being planned. 

Opening gun in the campaign is a 
12-page Plan Book, which points out 
the breadth of the wedding gift mar- 
ket, explains the Electrical Gift Month 
program in detail and describes the 
promotional materials which will be 
available. The book describes and 
pictures broadsides, mats for news- 
paper advertisements, radio continu- 
ities, stickers, counter cards, car cards 
and publicity releases, with a price list 
the several items, all of 
which are being distributed at pro- 
duction costs only. 

Other pages of the Plan Book ex- 
plain the manner in which dealers 
with the program and 
tell of the advertising, both direct and 
by participating manufacturers, which 
is scheduled. A double-spread will 
reproduce the two-page two-color ad- 
vertisement which is to appear in the 
May issue of House Beautiful and in 


covering 


The Plan Book also announces a 
prize contest for the best examples of 
advertising by retailers in connection 
with Electrical Gift Month. Four 
prizes will be awarded, one in each 
of four groups, based on population. 
Each prize will consist of electrical 
appliances to the value of $100 list, 
to be selected by the winners from 
the catalogues of cooperating manu- 
facturers. The four groups of dealers 
in which prizes will be awarded are 
those in (1) towns and cities under 
25,000 population, (2) cities of 
25,000 to 100,000 population, (3) 
cities of from 100,000 to 250,000, and 
(4) cities over 250,000 population. A 
large number of entries in each of 
these groups is anticipated. 











Charlie 
president, has 
miles to date including a Clipper 
trip. Here he is landing in New York. 


Electric's 
100,000 


Borland, Federal 


flown over 





Manufacturers cooperating with 
Edison Electric Institute in Electrical 
Gift Month are American Electrical 
Heater Company, General Electric 
Company, Hamilton-Beach Company 
Division of Scovill Manufacturing 
Company, Landers, Frary & Clark, 
Manning, Bowman & Company, Proc- 
tor & Schwartz Electric Company, 
National Enameling & Stamping 
Company, Samson United Company, 
Swartzbaugh Manufacturing Com- 
pany, The Silex Company, Waters- 
Genter Division of McGraw Electric 
Company, and Westinghouse Electric 
and Manufacturing Company, 





Corozone Appoints 
The Corozone Air Conditioning Corpo- 
ration announces the appointment of two 
new dealers: The Spokane Paper & Sta- 
tionery Company of Spokane, Washing- 
ton and The Blaser-Keller Corporation 
of Portland, Oregon. 
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Above and below are some shots from Iron Fireman's stoker convention. 
Above, dealers may be seen at the order desk, buying stokers. Above center 
at the Mayfair Frolic is president T. H. Banfield (center table) E. C. Sammons 
vice-president, and J. R. Gerber (with glasses) advertising. Above right, Dravo- 
Doyle Company, Pittsburgh dealers, get the agency prize for the best “case 
history" story submitted. J. R. Gerber, agency president is at the right. Below 
is @ general of the Iron Fireman stoker convention held at the Hotel 
Statler 


view 


Cleveland, March 20. 


K. C. DEALERS TO USE “SHOPPERS” 
TO SPOT UNFAIR TRADE PRACTICES 















‘AS ( \ ind means vith enthusiasm and f: leas gained 
i 4 pra wl ha rom M Stedma sal lectures 
i K ke a i More than two thirds of all appliance 
a " lave eal ( vere represented at 
: dea ( st 1 g 10, in Pickwick 
4 re tel. After a yy Mr. Stedman 
\ " and dle was ou A committee of 
Gera E. St tw wrote the code and at the follow 
Ma g meeting almost all the dealers at 
l " et " the ( or signified their approval and 
é per wi \ ake tion to abide by the new rules 
I i doubly eff ive rectiv March 13 : 
measures a é price An outstanding feature of the agree- 
ng, trace illowanc: n old ice ment and the teeth of its enforcement, 
es an t le busine is the shopper. Unknown to any of the 
a Gord of | dealers, this person will visit each store 
I i | and chair 1 of at least twice a and will report 
mitt r at th any violations of “le to the com 
d mittee. These reports will be made on 
secause the a i was unable to | every phase of the sales ethics, but will 
i c f Kansa particularly concern ice box trade-ins 
lealer i fair trade practice and discounts. Shoppers will actually 
last ilers found the make purchases on dealers who do not 
: aw tantial portion, if live up to price agreements, so that 
! :% refrigerator fits there will be definite evidence of such 
U the part of one or two | violations 
dealers to rm to the agreement Violators will be called before the 
made it entirely inoperative during the | committee to explain their actions and 
past twelve months. Mr. Buck believed | future intention regarding the code. A 
this condition should be remedied and committee of dealers who handle all 
ok immediate steps to clear the road | lines handled by a violator who refuses 


r the appliance salesmen who are fired | t6 co-operate, will be appointed to inter- 
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DEALERS ORDER FIVE CARLOADS 


OF STOKERS AT IRON FIREMAN CONVENTION 


CLEVELAND, O.—The M4th anni- 
versary convention of the Iron Fireman 
Manutacturing Company reached a cli- 


max with the placing of orders for five 
carloads of 1937 model stokers by the 
dealers attending. 

The convention, held in Cleveland 
March 15-20, was attended by more than 
1,000 dealers and salesmen, the largest 
number in the history of the company. 

President T. H. Banfield announced 


{ 


view the distributor of these lines, re- 
garding the violator’s unwillingness to 
adhere to the code. No dealer shall be 


permitted to violate the code because a 
competitor has violated it, but shall 
immediately report such violation to the 
committee. 

Important sales practices shall be: 

No or trade-in shall be 
made for an ice box on electric refrigera- 
tor sales. No dealer shall lead a pur- 


all - . 
allowance 


| chaser to believe that any portion of a 


discount given off the regular price of 
a previous model or repossessed refrig- 
erator is given as an allowance for an 
ice box 

No discounts 


shall be given by any 
dealer to any 


purchaser for cash. 

No discounts shall be given to any 
group of purchasers or any individual 
purchasing for a group. 

Every dealer shall have the right to 
decide the amount of discount given to 


| his own emplyees, but shall not permit 


his employees to make purchases for 
friends or relatives at a discount. Em- 
ployees should be instructed not to dis- 
cuss discounts given them to outsiders. 

No dealer shall accept an order from 
a salesman employed by another dealer, 
and if offered an order by such salesman, 
shall report it to his employer. 

All refrigerators on all dealers’ dis- 
play floors shall be plainly marked. with 
year, model and price indicated. Repos- 
sessed and previous year models may 
show former price, amount of reduc- 


APRIL, 


| 
| 
| 





that, following the 41.9 per cent sal 
gain last year, the company is basing 
1937 operations on an anticipated 50 jx 
cent increase. 


General Sales Manager C. T. Burg 
reported that a quarter billion individu 
advertising messages will be published | 
the company this year. 

The 1937 line features 
hopper models and improved 
bin-feed models. 


streamlin 
“Coal Flow 





tion, and must show new price. 

No dealer or salesman shall attempt 
to break down a sale or secure a con 
tract from a customer who has definitely 
placed an order for an appliance. 

No dealer shall permit a salesman t 


share his commissions with a customer 
or make a down payment or portior 
thereof for a customer. 


New Automatic Distributors 
NEWTON, IA. — The Automat! 


Washer Company announces the a] 
pointment of the Electric Supply Com 
pany, 12th & Fallon Sts., Oakland, Calif 


| and the Sacramento Electric Supp! 
| Company, 711 M. Street, Sacrament 
Calif. as distributors for Automat! 


washers and ironers in California. 

In Ohio, the Ruch Oil Company ot 
Napoleon, Ohio and in Indiana, the H 
B. Shank Company, 426 West Washing 
ton Blvd., Fort Wayne, Indiana have als 
been appointed as distributors. 


Porcelain Forum May 5 At Urbana 
CHICAGO—Speakers for the first an- 


nual Porcelain Enamel Institute forun 
to be held at Urbana, Illinois, May 5-6 
and 7, are being announced by the Insti 
tute in Chicago. Robert G. Carlton, pres 
ident of the Porcelain Enamel Insti 
tute, F. E. Hodek, Jr.. General Porcelair 
Enameling & Mfg. Company and E. L 
Lasier, Titarium Alloy Mfg. Company, 
are on the program. 


1937—ELECTRICAL MERCHANDISING 








Castel fa iy 


The Complete Line that’s developed 
on ELECTRIC RANGE EXPERIENCE 


Westinghouse Roaster sales are soaring — princi- 
pally (we believe) because it is a superlative line 
and each model wins quick and enthusiastic and 
VOCAL endorsement by users. 

Housewives by the tens-of-thou- 


sands are selling these roasters for Westinghouse 


DE LUXE 


ADJUST-O-MATIC 
They’re designed and built by the men the original rectangular roaster 


who design and build Westinghouse with the ONLY multi- 
Ranges. They’re right! purpose Broiler-Grid 


Westinghouse dealers. Reason? 


FREE TRIAL OFFER TO MILLIONS 


Retail experience says that four out of five roaster demonstrations 
result in sales. That’s why we’re offering a Free Week’s Trial in the 
Westinghouse color pages in American Weekly, This Week and 
supplementary newspapers. 


More than 1214 million families Get the facts PROMPTLY 
will be reached—making this the from your Westinghouse repre- 
Great Roaster Event of 1937 for sentative — this plan is loaded 
all active Westinghouse retailers. for real action — full profits. 


EVERY THE LINE OF 
HOUSE LEAST 
NEEDS RESISTANCE 
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It’s a good bet that every second adult who visits your 
store, or passes on your street, is included in this intensive 
Westinghouse campaign of full-color advertising. 


imely buying messages reach more than 12% 
sics. More than half of al/ the able-to-buy 
rv make up the audience for EACH 


INTENSELY LOCAL buy 


arce ever placed in 


2ut it cannot 
IT 


people in YOUt 


ADVERTISING FOR ELECTRICAL 


Carried regularly by 
these newspapers 
Akron Times Press 
Albany Times-Union 
Atlanta American 
Atlanta Journal 
Baltimore American 
Baltimore Sun 
Birmingham News Age. Herald 
Boston Advertiser 
Boston 


Your Westinghouse 


representative 


Herald 

Buffalo Times 

Chicago Daily News 
Chicago Herald & Examiner 
Chicago Tribune 
Cincinnati Enquirer 
Cleveland Plain Dealer 
Columbus Dispatch 
Dallas News 

Denver Post 

Des Moines Register 


Detroit News 

Detroit Times 

Houston Chronicle 
Indianapolis Star 

Kansas City Star 

Los Angeles Examiner 
Louisville Courier- Journal 
Memphis Commercial Appeal! 
Miami Herald 

Milwaukee Journal 
Milwaukee Sentinel 


tell you how many people in 
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Minneapolis Journal 

New Orleans Item-Tribune 
New York American 

New York Herald Tribune 
Oklahoma City Oklahoman 
Omaha Bee-News 

Omaha World-Herald 
Philadelphia Inquirer 
Philadelphia Record 
Pittsburgh Press 
Pittsburgh Sun-Telegraph 


DEALERS 


Portland Oregonian 
Rochester American 

St. Louis Globe-Democrat 
St. Paul Pioneer Press 
San Antonio Light 

San Francisco Examiner 
Seattle Post-Intelligencer 
Syracuse American 
Toledo Blade 
Washington Herald 
Washingtcn Star 


YOUR market are reached by these messages. 











nieewt 


~TTSD-YEAR ECONOMY 


THAT COUNTS! 


COMPLETE ELECTRIC LAUNDRY 


laundry in fraction of 
TTT DY old methoce: Coke 
Once. 


the 


Low 10. year cost wins US. Public 
Works Administration Order for 
16,697 Westinghouse Refrigerators 


he most ©conomica] elec. 
tric refrigerator they asked for bids 
from leading manufacturers, not on 
Price alone, but on initia] Price PLUS 
4 Guaranteed ten- 
tricity. Westinghouse won! And if 


Westinghouse economy Can save 
money on these 


€°vernment Projects 
it can certainly Save money for you. 


When you as 


kitchen?” Stinghouse Bives you facts. 89 
Proving Kitchens Mm actual h 


which your 
dealer wit} be glad to show you. They are all 
Certified and Notarized And they cover the 
very points that you want to 
you buy a refrigera 
tection, 
faster fre 


refrigerator 
less cost 
Mn the Westinghouse Refrig 
‘rator FAMILY ALBUM. / 
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Westinghouse Quota-Busters 


Go To Town 


in Big Jamboree 










Gil Baird does a lit 
tle rough riding with 
@ chair. 






Ray Cosgrove, manager of the 
Passing out stage dough to the refrigeration division doing 


boys to play Monte Carlo with. the honors at one of the banquets. 


Crack salesmen from all over the country reap their reward in festivities at Mansfield, O. 


ADEQUATE WIRING DRIVE STORY TOLD WOMEN'S | 
MAGAZINE EDITORS AT NEW YORK MEETING 


mV I | i 
Home | 
R 1 7 
1 i qua 
whe 
I Ww 
gu 
VM f s As 
i Wal 
H Rt} 
Ww itp on 
N.I E. Swartzbaugh 
EM Bu 
; te ] 
x ] I 
{ il 
We lav 
es of a Here's a few of the 450 guests in the Hotel Statler ballroom 
That serv in Cleveland on the occasion of the 27th birthday party of the 
: ’ Cleveland Electrical League held recently. The size of the 
sis crowd gives you some idea of the interest in league activities 
inces in Cleveland. J. E. “Jack North, perennial League president, is 
era seated to the left of the throne of the Old Timer King, seen 
uN , below. 
and 
ie full 
ugh ade Mr. Thomas referred to the Hand 
la . il Adequat book of Interior Wiring Design, pre 
Wiring Program has been planned not | pared and recently published by a 
ur st industry programs) 1 joint industry committee. The resi 
to fill a need whicl lence wiring standard of the Hand 
of | book has been made basic to the Na David Aitken, Sr., of 
Americar ind many more that | tional Adequate Wiring Program. the George Worth- 
Phe gnition “Under the ‘A. W.’ Plan,” he said, ington Company _ is 
f ~~ ws hendican as Sei crowned King of the 
a homes, now handicapped by oe Old Timers at Cleveland 
é ed e 1 quate wiring systems, productive of Electrical League's 27th 
ughout nconvenience and waste of electrical Birthday party. He is 
| energy, will be re-wired according | receiving — the scepte: 
G re os : a> tn Maia s snethettions ntien from retiring king H. L. 
NEMA " “ a ; "1 a seregyoorecs te — oo Martian of the Martian 
,EMA wate Wiring Promotion | all-industry standard Electric Company as 
mmittee outlined the plan, initiated In the discussion which followed, William Ganson Rose 
NEMA anize a Nationa leading magazine editors expressed an — ready to perform 
\dequate W Bureau presenta active interest in the consumer’s need Se coreneten. 
ve of the « ele il industry, | for adequate home wiring, particu- 
vhich will complete the details of the | larly in view of the rapidly accelerat- 
gram and officially launch ing trend toward electrical living. 
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G-E HOME LAUNDRY DIVI- 
SION GETS NEW QUARTERS 


BRIDGEPORT, Conn. — Because 
increased activity in all home appliance 
lines has made expansion necessary, the 
home laundry manufacturing, warehous 
ing, and commercial divisions of the 
General Electric Company here are being 
moved into a separate building group re 
cently acquired from the Remington 
Arms Company, Inc., it has been an- 
nounced by C. E. Wilson, vice-president 
in charge of the Company's applianc: 
and merchandise activities The new 
unit consists of six buildings comprising 
250,000 square feet of space. It will 
also house warehousing facilities for 
other Bridgeport lines and will constitute 
the headquarters for the General Electric 
Supply Corporation. 


New R.E.A. Allotments Announced 


WASHINGTON—Rural _ Electrifica- 
tion Administrator John M. Carmody 
today announced allotments totaling $1,- 
236,200 for rural power projects in Idaho, 
Indiana, Mississippi, Nebraska, Oregon 
and Texas. The Oregon project includes 
provision for a portable generating plant 
to be used pending the construction of a 
projected transmission line to bring power 


| from the new Bonneville Dam develop- 


ment. 

With today’s allotments R.E.A. has lent 
or earmarked a total of $52,987,478 for 
approximately 270 projects in 42 States. 
About 175,000 customers have been or 
will be served over the 50,000 miles of 
line to be built with these funds. 
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Non-Seasonable 
Absolutely New 


Automatic Repeat Sales 


A NEW INDUSTRY 





FOLDS UNDER THE SINK 


Who makes it? 


Unitor is no “flash in the pan” prod- 
uct. Six years of continuous engineer- 
ing—research—and testing—have gone 
into Unitor. The management has 
been very painstaking—very reluctant 
to bring out anything but a perfect 
product which has no equal —no 


STARTLING! EXCLUSIVE! 
OUTSTANDING! 


Non-Competitive 


No Trade-ins 


competition anywhere. e The price 
will be right. Trade discounts will 
permit of attractive profits. e Get 
our full story. Write us at once for 


particulars. 


What is it? 


Unitor is distinctly new. ..a stream- 
lined servant for the home perform- 
ing countless tasks with a single 
motor. e It is light weight . . . conve- 
niently installed Ist or 51st floor ... 
in present-day wasted space. 


Are you interested in a new oppor- 
tunity of electrical merchandising P 
... in a product with a strong and un- 
limited appeal to every housewife ?... 
in new markets . .. new profits. Write 
us today. Production starts soon. ¢ 
Reputable dealers will be protected 
on sales territory. 








FEATURES 


1. Attractive Profits. 2. .No trade-ins. 3. Every elec- 
trical home a prospect. 
5. Priced right. 


7. Scours pots and pans. 


4. No plumbing necessary. 
6. Washes— rinses — dries dishes. 
8. Washes small laundry. 
11. Pol- 
ishes and buffs brightware. 12. Sharpens Cutlery. 
13. Mixes and Whips. 14. Grinds and Chops Foods. 
15. Freezes Ice Cream. 
17. Churns Butter. 18. Gives Massages & Exercises. 
19. Will Pop Corn — Barbecue Meats. 20. Cooks 
and Stirs automatically. 21. Operates jigsaw and 


22. Dries Hair. 


9. Dry-cleans fabrics. 10. Irons and presses. 


16. Separates Cream. 


lathe, and many other duties. 





WRITE, PHONE or WIRE 





NAME 


Sales Dept. UNITOR CORPORATION, 5914 Federal Ave., Detroit, Mich. 


Dear Sir; | om interested in UNITOR making me more profits. Tell me more of your sales and advertising plans . . . and 
how | may represent Unitor in my territory. 


Date 1937 











ADDRESS 
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any WESIX gives 


you even MOM profit! 


...and the greatest 


ine 2 -a-2—2—¥ 


There’s more money in Wesix this fall 
because we have tacked on more profit 
for you. You'll sell more Wesix heat- 
ers because we are going to give you 
the greatest advertising campaign ever 
put behind a portable electric heater! 
Seven select national magazines... . 
radio... and newspapers will tell the 
Wesix story to millions. And what a 
story! Wesix is the only half-round, 
light aluminum heater that both radi- 
ates and circulates heat . . . quicker 
heat, safer heat, more economical 
heat. And Wesix is GUARANTEED 
5 YEARS, approved by Good House- 
keeping Institute, the Board of Fire 
Underwriters and the Electrical Test- 
ing Laboratories. No other portable 
electric heater offers so much to both 
purchaser and dealer. Cash in on 
Wesix popularity. Send today for 
complete details of this powerful, 


profit-building campaign. 


SPECIAL! Extra 


discount with early orders 


We're booking now for fall delivery and 
allowing you a substantial discount on your 


early orders. You can anticipate your 





advertising campaign 
in WESIX history 





Oley cashed in! 


These outstanding retailers 
got in on WESIX profit in 1936 


Marshall Field & Co. . Chicago 
The J. L. Hudson Co. . Detroit 
Davison-Paxon Co Atlanta 
Alabama Power Co. 

Georgia Power Co. 
Commonwealth Edison 
a eee ree oe Chicago 
Central Maine Power Co. 
Clark & Mills Electric 
oer ss sl 
Philadelphia Electric Co 
Kaufmann Dept. Store 
ree a © Pittsburgh 
John Wanamaker, Philadelphia 


Ernst Hardware Co Seattle 
The May Co. ... Los Angeles 
Famous-Barr Co. .. . St. Louis 


Texas Power & Light Co. 
New Orleans Public Service Inc. 
Mississippi Power & Light Co 
Virginia Electric & Power Co 
Meier & Frank Co. . Portland, 
a: s 2s 2 : 

Tampa Electric Co 

Edison Electric Illuminating 
Co. of Boston a es 
Union Electric Light & Power 
CS See ee oe St. Louis 
Idaho Power Co. 


Pacific Gas & Electric 
Ns taller . San Francisco 
Union Gas & Electric 
Ce sccees « 
Northern States Power 
a a Minneapolis 
Woodruff Hardware 
a —— . Knoxville 


Utah Power & Light Co. 
Public Service Electric & 
Gas Co. of New Jersey 
Carolina Power & Light Co. 
Madison Gas & Electric Co. 
Southern California Edison Co 
Central Ulinois Public Service 
Co ae. ee ae Oe oe 
and thousands of others 











SEND TODAY 





Here's some candid 
shots from an Apex 
meeting in Canada: 
Above, F. A. Trestrail, 
ad manager for Rogers- 
Majestic, Apex distribu- 
tors, poses. At the left, 
C. W. Smith, Apex sales 
manager, and R. E, 
Kortepeter, Apex refrig- 
eration sales manager, 
discuss strategy. 





At the immediate 
left, we see two 
more faces at the 
Apex Canadian 
meeting: Roy Sel. 
lery, credit manager 
for Rogers Ma estic 
and A. H. McClellan 
of the same com 
pany, Apex distribu. 
tors. 





ASSOCIATIONS MERGE TO FORM 
ROCKY MOUNTAIN ELECTRICAL LEAGUE 


DENVER—A merger of the Rocky 
Mountain Electrical Association and 
Electrical League of Colorado was ef- 
fected March 8, to form the Rocky Moun- 
tain Electrical League. 

Guy W. Fuller, president of the Rocky 
Mountain Electrical Association, was 
unanimously chosen to head the new or- 
ganization. Gaylord B. Buck, retiring 
president of Electrical League of Colo- 
rado, becomes chairman of the Rocky 
Mountain Electrical League’s Sales and 
Promotional section, which is one of five 
major divisions under which the newly- 
formed body will function. 

Special committees of the consolidated 
groups, headed by J. E. Loiseau, Public 
Service Company of Colorado, and E. E. 
Brazier, General Electric Supply Corpo- 
ration, Denver, have worked out details 
of a much-expanded sales promotion pro- 
gram affecting the industry in the inter- 
mountain territory. 

Besides Faller, officers of R.M.ELL. 
are: A. H. Heitzler, Public Service Com- 
pany of Colorado; O. B. Summers, New 
Mexico Power Company; J. H. Jacobucci, 
Utah Light & Power Company, vice- 
presidents. George E. Lewis, veteran 
manager of R.M.E.A., who, for a year, 


has also been acting-manager of Elec 
trical League of Colorado, was appointed 
secretary-manager of the new League 
W. C. Sterne, Arvada (Colo.) Elec- 
tric Company, is secretary. 

Provision in the R.M.E.L. set-up 
made for installation of numerous chaj 
ter-leagues in Colorado, Wyoming, New 
Mexico, South Dakota and Nebraska; for 
a builders division, including archit 
and contractors, constructing or modern 
izing homes, and for membership by de- 
partment, hardware, furniture, music and 
radio dealers. 


Robert Heller to Remodel Gilbert 


Showroom 


NEW HAVEN—The A. C. Gilbert 
Company of New Haven, Connecticut, 
have commissioned Robert Heller, Indus- 
trial Designer, to remodel and moder: 
their New York showrooms at 200 Fifth 
Avenue. According to the new plans 
greater space will be provided for the 
display of electrical merchandise which 
during the past few years has become an 
important factor of the Gilbert Company s 
business. 








Wesix requirements for next fall and boost 


for this sales building 
plan book 


Write today for this complete plan for selling 
more electric heaters next fall. This 16-page 
book tells how leading 


your handsome profit margin even higher 
by taking advantage of the spring discount. 


Decide now to give your customers an elec- 





utilities and retailers 
tric heater that assures quick, safe heat and have made Wesix work HELPING 
wonders for them. En- | 
guarantees satisfaction. Remember this, tire advertising and you 
: merchandising program | 
too, you make more profit on the sale of outlined and free mat StL MORE 
service, literature, win- 
ONE Wesix electric heater than you do on dow displays etc., listed WESIX 
2 for easy ordering. In 
TEN of some small type heaters. Act now writing for sales plan HEATERS 
: ook please 
and add on this special spring discount. NAME YOUR JOBBER 





WRITE DIRECT TO 


And here we have a group of range and water heater supervisors 
gathered at the Kelvinator plant in Detroit: Front row: C. M. Lake, 
Kalamazoo, Mich.; B. C. Gregorson, Sioux Falls, S. D.; E. H. Ellis, Harry 
Moeller, and R. H. Jancke. Second row: H. S. Stratton, Carl Theobald, 
Fred A. Ramsdell E. C. Sherman, W. A. Wilson and Miss Frances Weed- 
man. Third row: T. L. Craig, R. E. Barnes, George Eastman, H. W. 
Banbury, W. H. Hanna, Pierre L. Miles and Miss Jonnie Cook. 


WESIX (2@c HEATER 
COMPANY 


Dept. 172, Wesix Building @ San Francisco, California 
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T. G. McKenzie, Rogers Majes- 
tic gen mgr., at the Apex 
Canadian meeting. In the rear, 
F. A. Trestrail and Charlie 
Smith of Apex. 


Jim Michael, Apex eastern 
division manager, paid strict 
attention to the pie while R. E. 
Kortepeter, in the background, 
watches the operation. 


ARIZONA HOME LIGHTING 
PROGRAM 


PHOENIX—A new plan for develop- 
ng the home lighting field is being tried 
by the Central Arizona Light and 
Power Company in its Phoenix district. 
This provides for the assignment of a 
home lighting girl to each of the sales 
territories. These girls work under their 
wn supervisor, but cooperate individually 
with salesmen in their assigned territory. 
rheir duty is to follow up new custom- 
ers and equipment sales, made by either 
dealers or by the power company, to make 
demonstration of the equipment purchased 
or in use and at the same time to arrange 
for a lighting demonstration in the home. 
Girls get small commissions on sales 
made to their prospects and also receive 
commissions on lighting sales made by 
dealers as the result of their demon- 
stration. Salesmen frequently arrange 
for lighting demonstrations by the girls 
or call on the girl in their territory for 
assistance in closing a sale. 

All employees of the company are given 
an opportunity to participate in the light- 
ing program and are given a somewhat 
extensive education in Better Lighting 
principles. There is a year-round sched- 
ule of lighting campaigns, including small 
unit and pin-it-up lamps as well as stand- 
ard L.E.S. types. The power company 
does not merchandise electrical equipment 
except ranges and water heaters. In the 
mall appliance and lighting campaigns 
which are featured from time to time 
the particular appliance featured is han- 
dled by the power company during the 
time of the campaign, but emphasis is 
placed in all advertising on dealer sales. 
seven home lighting advisers carry on 

1e work in this field 


Yeats Appliance Appoints 


Yeats Appliance Dolly Mfg. Co., Long 
Beach, has announced the appointment of 
Mailler Searles, Inc., Los Angeles, as 
exclusive distributors for their products 
n the states of California, Oregon, 
Washington, Idaho, Nevada and Arizona. 
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Thousands of American housewives have 
voiced enthusiastic approval of the 1937 
Crosley Savamaid Washers. Dealers, too, 
have been quick to recognize the many 
features that make these washers out- 
standing sales-getters: Invertible type 
agitators; up-to-the-minute style; sealed- 
in, lifetime lubricated mechanisms; safe- 
ty release wringers; and quiet operation, 
assured by silent, self-oiled, smooth-run- 
ning Sunlight motors. Crosley has selected 
the “motor that sells on performance” — 
to power the “washer that sells on sight.” 


SUNLIGHT ELECTRICAL DIVISION, 
General Motors Corporation, Warren, Ohio. 


NLIGHT MOTO 
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Mr. Dealer: You Can 
SCOOP 1937's GOLDEN 
MARKET WITH ROYAL 


Because it has 
SALEABILITY | 
RELIABILITY | 
DURABILITY | 

BEAUTY of DESIGN | 

AND A 

MODEL 


WRITE - 
F O R EVERY PRICE RANGE | 


1937 
PROMOTION PLAN 


It's a Business Builder 


























veland, Ohio 


THE P. A. GEIER COMPANY 


’ 


Cle 


George Rector, famous chef, becomes first honorary “Tuff Guy" with 
Reese Mills, manager Westinghouse Range Division, presenting the diploma. 


RANGE SALESMEN-COOKS AT 







WESTINGHOUSE ARE NOW "TUFF GUYS" 


MANSFIELD, OHIO—Unique in 
treatment, but certain in appeal and re- 
sults is the new honorary sales organ- 
ization recently created by Westinghouse 
for its retail range salesmen. 
“Ancient and Abrasive 


known as the 


Order of Tuff Guys,” or the Tuff Guys | 


Club, in shortened form. 
The Tuff Guys Club has been formed, 


not only to do honor to the retail range | 


salesmen who can already cook, but to 
encourage and promote the art and 
knowledge of cookery among the sales- 
men who do not have this ability. Seri- 
ous in purpose, this organization has been 


developed to instill a need in the average | 


range salesman’s mind for a_ greater 
knowledge of cookery, and thereby in- 


crease, not only his effectiveness, but | 
his own earning power. 
The requirements to join the Tuff 


Guys Club are a tested proof that the | 


salesman has baked a cake and iced it, 
broiled a steak, roasted meat, fried ham 
and eggs, prepared a vegetable on the 
economizer unit, cooked a meal with free 
heat, prepared a meal in the deep-well 
cooker, and served a meal without as- 
sistance from an outside source. 


D & S Open New Chicago Office 


Proctor & Schwartz Electric Company 
of Philadelphia, manufacturers of electric 
appliances, anounce that they are open- 
ing a new office in the Marquette Build- 
ing in Chicago. Mr. Walter E. Trittipo 
will be in charge, covering Chicago, De- 
troit and adjacent territories. 












featured electric roasters. Looks 
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This organ- | 
ization, nationwide in scope, is formally | 


DEMONS 


New York Edison put on a home economics demonstration recently and 
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Two honorary memberships have be 

awarded in the Tuff Guys Club to date 
| George Rector, internationally famed chei, 
and now Master Chef of Phillips Delici 
ous Southern Soups; and Lowell Thomas, 
internationally known author, traveler 
news commentator, and an amateur cook 
in his own right. 

J. D. Kelly, Westinghouse Range 
Sales Manager was the first to receive 
the certificate of membership into 
honorary organization. 


p 
New Fairbanks-Morse Distributors : 
INDIANAPOLIS.—W. Paul Jor 


general manager, Fairbanks, Morse «& 
Company, Home Appliance Division, [1 

dianapolis, Indiana, has announced th: 
appointment of new distributors in P¢ 
oria, Illinois; Cleveland, Ohio; Toled 
Ohio; Denver, Colorado; Klamath Falls 
Oregon, and Jackson, Mississippi on t 

complete line of refrigerators, radios and 
home laundry equipment. 

The Cleveland distributor is the B. W 
Smith Company, W. H. Wilson, sales 
manager; Toledo distributor, Waldi: 
Kinnan & Marvin Company, A. J. Nell 
sales manager; Peoria, Klaus Radio 
Electric Company, Henry Klaus, sal 
manager; Denver, Whitney Sporting 
Goods Company, L. B. Smith, sales ma 
ager; Klamath Falls, Lorenz Company 
George P. Davis, sales manager; Jac! 
son, Koeneman Electric Company, G. M 
Sugg, sales manager. 










TRAT! 


like good grub coming out of ‘em. 























15,940 Buyers Shopped the Housewares 
and Electric Appliance Floor During 1936. 


Over 50% Arrived Between Markets 


52 weeks of the year, the cream of the nation’s buyers 
find it worthwhile to do their buying at The Merchandise 
Mart. The growth of ensemble buying has increased the 
importance and convenience of doing the entire buying 
job under one roof, until today the average homefurnish- 
ings buyer comes to The Merchandise Mart from 6 to 12 
times a year. 


Statistics show that 169,598 buying jobs (total pur- 
chases $115,322,750.00) were consummated in the 
homefurnishings division during 1936. 


If you are a manufacturer or distributor of department 
and furniture store merchandise, you will want to be repre- 
sented in this great 
Year-Round Mar- 
ket, which buyers 
have made Amer- 
ica’s greatest home- 
furnishings center. 
























Pe ssi0060000% 35,964 China, Glass and 

Floor Coverings..... 29,284 PEE va. 000000 21,662 
BONG 00-8 ccs cceciee 33,498 MHousewares.........15,940 
CurtainsandDraperies11,910 Gifts............+-. 21,340 


Furniture Figures by actual count. Others by careful 
estimate based on recent survey of 9,000 buyers. 








sit 4 boca : 
I!) 0) THE MERCHANDISE MART - CHICAGO 


The Great Central Market 
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* Wells Street at the River 
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START A PARADE OF PROFITS! 


-- with the outstanding 


phew is a big year for General Electric 
retailers. Prices are lower, values greater, 
and there’s a G-E model to suit each prospect. 
The new General Electric Triple-Thrift Refrig- 
erators are attracting buyers from every walk 
of life. All America can now afford this pre- 
ferred refrigerator—and they're buying ’em at 


the rate of one a minute! 


But that’s not all, for the sale of a G-E Refrig- 
erator means not just one profit —/t starts a 
whole parade of profits! The refrigerator buyer 
is a preferred prospect for other home appli- 
ances and the G-E retailer has a complete 


line. He can offer everything from a fan toa 


The ONE complete line of electrical 
home appliances—Refrigerators, Ranges, 
Dishwashers, Garbage Disposalls, 
Washing Machines, Ironers, Radios, 
Vacuum Cleaners. More Volume! 
Bigger Profits! Also a complete line of 
Water Coolers, Beverage Coolers, Milk 





FOR BETTER LIVING Coolers and commercial refriger- 


ation equipment for every purpose. 
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refrigerator value of the year 

















complete electric kitchen or laundry; each prod- 


uct identified by the famous G-E monogram. 











THE GENERAL ELECTRIC 
LINE GIVES ME A 
PROFITABLE BUSINESS 
THE YEAR 'ROUND— 
AND IT CERTAINLY HAS 
PUBLIC ACCEPTANCE. 





There are 15 new G-E Refrigerator models, 


all powered with the matchless sealed-in-steel 
Thrift Unit that has an unparalleled record 
for dependable performance. It is the only 
refrigerator mechanism with forced-feed lubri- 
cation and oil cooling—exclusive features that 
mean enduring economy. General Electric Co., 
Section DE4, Nela Park, Cleveland, Ohio. 
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G-E '36 SALES 
UP 29% OVER '35 


NEW YORK—At a meeting of tl 
Board of Directors of General Electr 
Company recently, the preliminary result 
for 1936 were presented, showing sal 
billed amounting to $268,545,000, con 
pared with $208,733,000 for 1935, an i 
crease of 29%. There was published 
January a statement showing orders r 
ceived for 1936 amounting to $296,748 
000, compared with $217,362,000 for 193 
an increase of 37%. The annual repor 
will be mailed to stockholders the latt: 
part of March. 

Net income for the year, after 
charges including provision of $300,0( 
for federal surtax on undistributed profit 
amounted to $43,947,000, an increase « 
58%, and was equivalent to $1.52 a shar 
of common stock, compared with 97 cent 
a share in 1935. The increase was du 
in part, to an increase in income fror 
investments. 

After payment of cash dividends « 
common stock of approximately $21,600 
000 in December, which included the div 
dend for the fourth quarter former] 
payable in January, cash and marketab| 
securities amounted to $92,030,000 con 
pared with $93,710,000 at the close of 
1935. Substantially all of the marketabl 
securities mature within five years. 

Current assets amounted to $178,625, 
and current liabilities were $29,841,00( 
Corresponding figures at the close of 1935 
were $166,965,000 and $26,266,000, respe: 
tively. The Company has no preferred 
stock, funded debt, or notes payable out 
standing. 





Crosley Has $1,237,056 Net for 
Fiscal Year 


CINCINNATI, OHIO—In his state 
ment in the annual report to stockholders 
of the Crosley Radio Corporation issued 
Friday, March 12, Powel Crosley, Jr 
reviewed the operations of the company 
for the fiscal year of 1936 which wa 
made concurrent with the calendar year 
Mr. Crosley’s statement was suppleme: 
tary to the report which showed net 


profits of $1,237,056 after depreciatio: 
and federal taxes, equivalent to $2.26 a 
share on 545,800 common shares 


standing. 


Kelvinator Sponsors Professor Quiz 


on CBS Hockup 


DETROIT—“Professor Quiz,” popular 
Sunday night feature on the Columb 
Network, was shifted to a Saturday 
schedule March 6; at that time tl 
Kelvinator Division of the Nash-Kelv 
nator Corporation became sponsor of t! 
program. Broadcast for Kelvinator Ele 
tric Refrigeration, “Professor Quiz” wi 
be heard every Saturday from 8:00 | 
830 P.M., EST, over 55 Columb 
stations. 

Two contests for the radio audien 
will be conducted during the series. S 
weekly prizes of $25 will be awarded 
listeners sending in the best lists of que 
tions and answers for use on the progran 
There will also be a Kelvin Home “Mis 
ing Word” Contest, in which cash priz¢ 
Kelvinator home appliances, and a grat 
prize of a completely equipped Kelv 
Home will be awarded. Geyer, Cornell é 
Newell, Inc., is the agency. 


CBS Pays Dividend 


The Board of Directors of the C 
lumbia Broadcasting System today dé 
clared a quarterly cash dividend of $.5 
a share payable on March 26 to stoc! 
holders of record at the close of busine 
on March 17. 
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™ 
Ir 
a (WITH THESE ) 
le MRS.JONES — 
mo YOUR MODERN 
t KITCHEN 1S 
t \ COMPLETE | 
fis 
HAT better prospects for prof- 
' itable sales of complete kitchens 
a than your old friends? You know that 


oc they like you. . . you know they have 
money to spend. 
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Those friends are in two groups: 
The ones who have already bought 
your ranges, your refrigerators. And 
those you didn’t quite sell, when you 
had only those items to offer. 
Whitehead sinks and cabinets 
give you a valid reason to go back 
and see both of those groups. For 
this is the year “complete kitchens” 
are the buy. Whitehead sinks and 


cabinets are planned to fit your other 


-_ 


units. . . same height, same working 
surface of durable Monel. For the ones 


who have those units, Whitehead fin- 





TO YOUR 


OLD frends 











ishes the job. And you'll be able to push 
over many of the other group too, now 
that you're offering the kitchen equip- 
ment. 

Here’s what you can offer: (1) 57 
models of Monel cabinet sinks, in any 
size from 48” to 144”. (“B” in illustra- 
tion above.) (2) A complete line of all- 
steel wall cabinets and base cabinets 
with work-tops of Monel, enameled to 
match your products. (“A” and “C” in 
illustration above.) 

For full details and the price list, 


write to-day to 


METAL PRODUCTS CO. 
WHITEHEAD 22'isfere ise 
304 Hudson Street, New York, N. Y. 


1937 
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“Dial the Fabric” 
IRONING 


IS THE MODERN WAY. 


The Phantom, General 
Electric Hotpoint’s new- 
est fully automatic iron, 
is light-weight, weighing 
only 4 pounds—fast heat- 
watts — with 


ing, 1,000 


automatic heat control 
that assures accurate iron- 
ing heat for every fabric. 
Handy 27 by 36-inch 
Pressing Cloth supplied 


FREE with each Phantom 





Iron. Price complete, $7.95 with $1.00 trade-in allowance 


for an old iron. 


THERE’S A NEW DAY “COMIN’!” 


The June Brides of this and yesteryear will again give 


impetus to the buying urge of America. Be sure that you 


tie-in with General Electric Hotpoint’s promotion of this 


second largest gift-buying season of the year. It pays to sell 


and promote this complete line of household appliances. 


RESEARCH KEEPS GENERAL 


ELECTRIC YEARS AHEAD 


GENERAL @ ELECTRIC 


APPLIANCE 


AND MERCHANDISE 


DEPT., BRIDGEPORT, CONN. 
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NORGE LAUNCHES BIGGEST 
ADVERTISING PROGRAM 


DETROIT—First newspaper copy of 
the most ambitious advertising program 
in the history of Norge Division Borg- 
Warner Corporation broke the first week 
in March in 125 key cities of the United 
States. Greatly enlarged space, including 
full pages in color, will launch the 1937 
campaign in every distributor territory in 
the country. 

“Again Norge Leads” is the theme of 
this year’s program and will be in evi- 
dence in all advertising, promotion and 
material. Norge will again use 
national magazines. The 1937 schedule 
will be supplemented by full page color 
advertisements in American Weekly and 
This Week Outdoor advertising of 
Norge products will be on a national 
basis, and this year’s appropriation has 
been more than quadrupled. Trade and 
business paper schedules have also been 
increased. 

A nationwide radio program under dis- 
tributor control will be included in Norge 
advertising for 1937. Fifteen minute 
transcription programs, featuring famous 
radio orchestras and swing bands, along 
with other top-notch radio, screen and 
stage talent will be broadcast under 
Norge sponsorship, starting March 15th. 
The orchestras of Freddy Martin, Kay 
Kyser, Louis Armstrong, and Ray Noble 
will be heard on this program along with 
such famous entertainers as Mildred 
gailoy, the Mills Brothers, Mitzi Green 
and Connie Boswell. 


sales 


Armco 


About March 1, a new district sales 
office will be established at Indianapolis, 
Ind., by The American Rolling Mill Com- 
pany, of Middletown, Ohio, according to 
a recent announcement by the company. 
Offices will be located in the Circle 
Tower. 





Mass selling promotions, one of 1 
most successful distributor dealer actiy 
ties, will receive strong factory suppor 
A full length motion picture, “The | 
written Story” produced in Hollywo 
with a cast of prominent stars and fe 
tured players will tell the Norge produ 
story entertainingly to thousands 
women throughout the country. New 
reels of Norge home appliances ha 


been produced for dealer use in bot 
16mm and 35mm. 

In addition, a series of 13 “minu 
movies” in Technicolor are now rea 


for dealers use, each giving visual a1 
dramatic emphasis to some outstandi: 
feature of Norge Appliances. 


Hotpoint 'Water-Rater" Helps 
Water Heater Salesmen 


To aid Hotpoint water heater salesme 
in analyzing customers’ hot water re 
quirements quickly and intelligently, th 
Water Heater section of the Edison Ger 
eral Electric Appliance Company, of Cl 
cago, has produced a pocket-sized esti 
mator called the Water Rater. It auto 
matically estimates the size water heater, 
approximate kilowatt hours consumed 
per month and the total number of gal 
lons used according to the maximun 
day’s needs for the number in the family 

The Hotpoint Water Rater is printed 
on polished celluloid, on two sides, wit! 
a dial which turns and shows the various 
computations in the die-cut openings. As 
an innovation among sales help on ele 
tric water heating, it takes its place wit 
the X-Ray Sales Visualizer produced 
several months ago by the Hotpoint Water 
Heater Section 





Exterior and interior views of a stoker display trailer, bought recently 
by George Tuck, South Bend, Ind., distributor for Firetender stokers. 
Mr. Tuck uses the display coach to assist dealers in sales work and to 
get prospects. 
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A more powerful and concentrated 
beam of light for flashlight lamps is 
embodied in this new pre-focussed 
lamp, say Westinghouse engineers. 
Some idea of its size may be gained 
by showing it next to a pencil point. 


CROSLEY TO BUILD 
$100,000 STRUCTURE 


CINCINNATI, O.—Work was started 
recently to clear away the debris of 
rosley Radio Corporation's Building K, 
vhich was destroyed by fire on Janu 
iry 24, and as soon as that is done, the 
Ferro Concrete Construction Co. of Cin 
innati plans to erect a building on the 
foundations of the one destroyed, Lewis 
M. Crosley, vice-president and general 
manager, announced today. 

The structure will be approximately 
500 feet long and 100 feet wide, one 
story, and will be used for shipping and 
toring radios, refrigerators and wash- 
ng machines. The building will cost 
ipproximately $100,000, Mr. Crosley said. 


G-E Radio Appoints Goodwin 
The appointment of Aubrey R. Good 
Vil as manutacturing engineer ol the 
Radio Division, General Electric Com 
pany, Bridgeport, Connecticut, has been 
announced by W. R. G. Baker, Chairman 
{ Radio Management Committee. Mr. 
Goodwin will be in charge of all re 
ceiver and other allied radio manufac- 
turing operations 

Aubrey R. Goodwin is well-known in 
the radio industry, having been continu- 
ously associated with radio since its very 
beginning. He brings to his new posi 
tion a wealth of experience gained from 
heading-up” manufacturing operations in 
the domestic and foreign fields. As far 
back as 1925 Mr. Goodwin was Assist 
ant-Superintendent of Radio Department, 
General Electric Company, Schenectady, 
New York. When G-E radio manufac- 
turing was consolidated with that of RCA 
at Camden, he went along as Superin- 
tendent of one of the manufacturing units 
and later was appointed as Head of Plan- 
ning Operations. When RCA decided to 
engage in the manufacture of receivers in 
Canada, Mr. Goodwin was given the re- 
sponsibility of building and installing a 
modern plant at Montreal. So expertly 
was this assignment handled that he was 
given full charge of similar assignments 
at Buenos Aires, Argentina, and again 
later in Chile and Brazil. Upon his re- 
turn from South America he was made 
superintendent of RCA’s Montreal plant 
Mr. Goodwin rejoined the General Elec- 
tric Company early in 1936. 


Hays MacFarland 


Fred K. Bollman, formerly with Black- 
ett-Sample-Hummert in charge of Stew- 
art-Warner advertising and previously 
with Erwin Wasey Co., in charge of 
Philco advertising has joined the staff of 
Hays MacFarland and Co., as an ac- 
count executive. 
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Mr. Local Dealer: 


Are you getting your share of “telephone book cus- 
tomers”? You can, by identifying your business in the 
yellow pages of the Classified section, at every product 
and service that you sell. 

See that you are also adequately represented under 
all of the advertised brands you sell. (Some of the lead- 
ing manufacturers in your field have their trade marks 
in your Directory). Then people who want the products 


and services which you offer can easily locate you. 


America’s Popular Buying Guide 
Surveys prove that over 90% of all telephone subscri- 
bers use the Classified regularly. And generally speak- 
ing, telephone subscribers are good prospects. 
Look in the “Classified” before the next issue goes 


to press. Then call your local directory repre- am, 


D 
?, 
Q 
x 






yy 
. Y 
sentative. He can show you proofs of results and i 


help you plan for your share of this business. & 
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OIL-O-MATIC SALES 
EVERYWHERE SOARING 


North, East, West, South— 


from every section of the 








































nation comes the news . 
Oil-O-Matic Sales are Soar- 
ing reaching record 
heights! Easy to understand. 
For Williams Oil-O-Matic is 
by all odds the most salable 
oil burner in the world. It 
. and need. 
In addition, of course, it is the widest advertised oil 
burner, with more than 20 years of leadership to its 
credit and with an unparalleled history for quality. For 
dealers these facts mean one thing: easier sales. And 
easier sales mean easier, quicker, better profits. Write 
or wire for full details on Oil-O-Matic franchise. 


ICE-O-MATIC SALES 
CONTINUE TO CLIMB 


Up they go, season after sea- 
son, year after year. . . these 
Ice-O-Matic sales! Right now 
they are approaching an all- 
time record . 


has exclusive features home owners want 


. which means 
enormous profits for those many 
wise dealers holding an Ice-O- 
Matic franchise. Why are sales 
climbing so spectacularly 

Here's the answer: Ice-O-Matics 
are precision built 





They use 
Methyl Chloride, one of the best refrigerants known. 
They provide pressure lubrication and reserve power 
which insure long life and economy of operation. And 
they are reaping the benefits of good advertising. Don’t 
miss this chance to cash in on this great Williams prod- 
uct. Write or wire for full details of franchise. 





Williams Oll-O-Matic Heating Corp. 
Dept. 354, Bloomington. Ill. 


World's Largest Specialists in 
Temperature Control 
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The “Kelvinator Caravan" starts its triumphal tour through Alabama. 


Among others on the platform of the train are J. B. Johnson, Kelvinator 
district manager; B. H. Cooper, ABC district manager and Mr. Cook 


RCA treasurer. 


McDAVID'S “KELVINATOR CARAVAN" 
BLANKETS ALABAMA ON APPLIANCE 


BIRMINGHAM, ALA.—In an effort 
to find a new way to present their 1937 
Kelvinator line of retrigerators, ranges, 
and water heaters, as well as the ABC 
home laundry equipment and RCA Victor 
radios, the R. P. McDavid & Company, 
distributors for these products in Ala 
bama and West Florida, decided that 
rather than have the dealers come to 
them to see the lines they would take 
the lines to the dealers. 

As a result, arrangements were made 
with the Pullman Company to furnish a 
special car that was built so that in the 
rear of the car floor space enough for all 
merchandise was available and in the train 
even shower baths were installed. This 
car also had at the opposite end from the 
floor display space a room in_ which 
washers, ironers and radios were shown 
and the car was specially wired for 110 
volts in order to operate the appliances 
and neon signs that were put aboard. 

Samples of every size Kelvinator re 
frigerator was put aboard and anchored 
into place, electric ranges and water 
heaters were likewise included in the 
front display 

Going down the car each two men in 
the party of twelve had a room with 
their names on the door, this room was 
used in the day time as office space in 
which they discussed with dealers details 
of the franchise Also in these rooms 
were all types of folders and other infor 
mation necessary to handling of the deal 
ers business. 

At the extreme end of the car a special 
room was located for the display of ABC 
washers and ironers and the RCA radios, 
right back of this room was a shower 
bath for use of those aboard the train. 





Interior of one of the display cars on the “Kelvinator Caravan.” 
rear is a blow-up picture of a new water cooler. 
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his train was routed over the entir 
state of Alabama and routed so that 1 
dealer would have but a short distanc« 
to travel in order to see all of this new 
merchandise. The train stopped at Dx 
catur, Sheffield, Huntsville, Gadsde1 
Anniston, Montgomery, Mobile, Anda 
lusia, Troy and Dothar 

In advance of the train’s leaving Birn 
ingham on the swing over the state a 
newspapers both daily and weekly 
every town in the state were furnish 
with a story describing the train, 
equipment, purpose and personnel and als 
mats of the train and men aboard. | 
nearly 100% of the papers furnished thi 
publicity, a story appeared before tl 
train arrived and in most papers tw 
stories were run and in some cases tl 
third story appeared after the train let 
that city Dealers were invited in | 
direct mail and by the use of an advance 
ad in the Southern Radio News, a week! 
paper that reaches some 1,400 dealers | 
the territory. On the night of Januar 
3lst the train left from fhe L&N statior 
in Birmingham, before leaving a radi 
broadcast was made from the train, 
description of the train was given, 
destination and personnel, then Jimm 
Jones, President of the City Commissi 
of Birmingham wished the crew best 
luck and extended his congratulations « 
the idea. Others that spoke on the rad 
from the train in Birmingham were Mr 
Cook, Treasurer of RCA, J. B. Johnsor 
District Manager for Kelvinator, B. H 
Cooper, District Manager for ABC. 

When the train arrived back in Birn 
ingham the Kelvinator Caravan had cov 
ered the entire state of Alabama show 
ing the 1937 appliances to thousands 
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ers, salesmen and utility men as well Johnson, District Manager Kelvinator 
rospects and orders for over a thou- Corporation, Tom Craig, Range Division 


1 Kelvinator refrigerators, 


ranges, Kelvinator Corporation, B. H. Cooper, 


rage coolers were closed as well as District Manager Altofer Bros., E. R 


new dealers opened over the ter- McElroy Altofer Bros. Epp Speer Man- 
ry. The men making the trip with ager Northern Division on McDavids Co., 
Caravan were R. P. McDavid. Presi- Gene Rowen, Manager Southern Division 


ot Mc David & i Ri. 
Treas. of the same 
therland, Merchandise 


bama Power Co., 
nager Alabama 


J. R. McDavid, McDavid & Co., B. C. McCoy Jr., Adv. 
company, J. S and Sales Promotion Manager, McDavid 

Manager of & C 
Lester, Sales sentative McDavid & Co. 


Ira Underwood, Wholesale Repre- 


CONSOLIDATED EDISON TO 


he Consolidated’ Edison ( 
appointed sole dis 
Electric heating conditioning department, and a co-opera 


York has been 


utor for all General 


DISTRIBUTE G-E AIR CONDITIONING 


ompany of design and development of the equipment, 


the general research program of the air 


| air conditioning products using gas tive merchandising program. George 


fuel, in the territory 


which the Ostlund, general sales manager of Con 


son companies operate, was an-_ solidated Edison, presented the plans of 
inced recently following a dinner at the latter organization to the crowd as- 
Hotel Lexington in New York City sembled at the meeting. 


ut 75 salesmen of the utility attended 


\ similar meeting was held with repre- 


dinner and, later, a meeting in the sentatives of the Brooklyn Borough Gas 
muse of Magic” auditorium of the G-E  —_Co., a week earlier. Public Service Elec- 
Iding tric and Gas Company of New Jersey 
H. D. Kelsey, design engineer; E. I. also became the distributor of General 


ter, and H. C. Williams, manager of Electric’s gas-fired air conditioning line 


discussed __ recently. 


G-E gas furnace 


Listening in at the 
Lightolier Company's 
Sales Clinic: G. R. 
Bussiere, Service 
Elec. Supply, Fitch- 
burg; L. Engleby 
Elec., Roanoke, and 
J. Goldstein, Prompt 
Elec. Supply, Ja- 
maica, N. Y. 





Another Lightolier 
food-fest: G. R. 
Bussiere, Fitchburg 
Mass.; S. H. Ba:- 
night, Chapel Hill, 
N. C.; L. C. Haines, 
Baron Coleman of 
Allentown, Pa.; and 
C. J. Bernhard: o 
Albany, N. Y. 





Grub-time at 
Lightolier's conven- 
tion: C. Pettipas, 
Lynn, Mass.;  €E. 
Peele, Burlington, | |. 
C.; G. P. Gary, 
Richmond, Va.; J. D. 
Rodrian, Bluefield 
W. Va; R. C. 
Knowles, Boston; and 
O. Greene, Kinston, 
N. C, 























Watching Lightolier 
production: Wm. 
Flack, Butler, Pa. 
Irving Lewis, Light- 
olier superintendent: 
J. E. Stephens 
Huntington, V. Va.; 
C. J. Bernhardt, Al- 
bany, N. Y.; and 
E. E. Bibb of Nor 
folk, Va. 
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WHIRLPOOL 
WASHERS .« 


GEOGRAPHY is an interesting subject .. . but it 
becomes even more so when it makes you money. 

The Nineteen Hundred Corporation, makers of 
Whirlpool Washers, with two factory locations 
(one in the east, one in the west) has increased 
dealer profits up to 8% because of freight 
savings alone. 


Eight per cent over and above the usual substan- 
tial discount given to dealers is no small item. 
This freight savings together with outstanding 
performance, complete sales promotion plans and 

a new exclusive Syn- 
thetic Baked Enamel, 
make the Whirlpool 
Exclusive Dealer 
Franchise extremely 
valuable. Distinct eye 
appeal at a reason- 
able price will give 
you a rapid turnover. 


Write or wire today 
for information. 


















MANUFACTURED BY 


NINETEEN HUNDRED 
CORPORATION 


(Founded 1898) 
ST. JOSEPH, MICHIGAN BINGHAMTON, N. Y. 
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The Fairmont Hotel, 


touring refrigeration shows—Westinghouse and Frigidaire. 
Westinghouse vice-president, 
refrigeration division manager. 


Allen, 
Cosgrove, 





San Francisco was recently the stage for two 


WEST COAST NEWS FLASHES 


“Reddy Kilowatt’, speaking for the | 
Utah Power and Light Company, says 
that that utility contributed $100,000 in 


free electricity to aid in Christmas street 
decorations. The $10 prize offer for 
jingles celebrating Reddy’s accomplish- 
ments ended with the first of March. 

> - * 

\ 5-day offer of $1 down and $1 a 
week on purchase of a refrigerator was 
the Dollar Day special of the Fresno Ap- 
pliance Store of Fresno, Calif. 

- - = 


The Draper Home Appliance Store 
and the Hockett-Cowan Music Company, 
both of Fresno, Calif., have been offering 


from $10 to $100 for the old radio on a 


ew Philco. The Hockett-Cowan Com- 
pany recently staged a store demonstra- 
yf ironers. 
. . * 
The New State Electric Company of 


Phoenix, Ariz., includes a 30-piece turkish 


towel set with Automatic washer pur 
chases, along with its usual terms of $1 
down and $1 a week. 
* * + 
Helen Cook, home economist of Lach- 


iture store of San Fran- 


man Bros., furn 
sco mducted one session of 


1 
recently 


the Chronicle's Hi ystess Course, special- 
izing on refrigerators and electric roast- 
ers \ number of electrical appliances 
were given away as door prizes 
* * * 

The 35 trade-in allowance for the old 
tove on purchase of an electric range 
made by the Utah Power and Light Com- 


any through its dealers, has been bring- 


onsiderable dealer advertising. 


E. L. Williams, domestic refrigeration manager, Frigidaire's Pacific Coast 
division, goes over some of the fine points of his products at San Fran- 


cisco's Fairmont Hotel. 
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talking, and at his right, 








Here's A. E. 
Ray C. 


Some 200 sales representatives of t 
Utah Power and Light Company and 
subsidiaries held a week’s sales confer 
ence in Salt Lake City during February 
under the leadership of W. A. Huck 
general chairman. The first two da 
were devoted to residential sales. Tall 
were heard by P. M. Parry, commer: 
manager of the company; R. E. Gal 
Boise sales manager; M. L. Cummings 
advertising director ; several college hor 
economics experts; by the secretary of t! 
Utah Retail Grocers’ Association and 
others. 


A x * 


The Citizen’s Utility Company, serv 


Kingman, Ariz., has announced a 10 
15 per cent reduction, affecting all res 
dential rates. 
* * * 
3ennett’s of Sacramento, Calif., re 


cently staged a store demonstration of r¢ 


frigerators, starting 1937 spring sellir 
in this line 
* * * 
A 42-piece dinner set and an Eas 


washer were the combination sale offered 
by Buford’s of Fresno, at a $12.50 saving 
* * a 
A Westinghouse washer, an iron of tl 
same make and six hand towels all went 
for $64.50 at Barrows of Phoenix, Ariz 
during that store’s February Sale 
* * * 


“Shado-Chaser” kitchen lighting unit 
and pin-it-up lamps were both of then 
features at the booth of the Arizona Light 
and Power Company at the local news 
paper’s Better Homes Show during Fel 





— =o 


1G 


riary. This Arizona utility is also fea- 
i I.E.S. lamps (See Your Dealer) 
s early spring advertising. 


* * * 


ie second “Science of Seeing” con 
nce to be held in the San Francisco 

district took place in January and 
yruary under the auspices of the Sight 
nservation Council of Northern Cali- 
rnia. The meetings were attended by 
ol architects, superintendents, princi 
ls, nurses and supervising boards of the 
ist Bay area. As a result of the activi- 
s of the Conservation Council a teach- 

manual on lighting and seeing has 
n issued by the State Department of 
lucation. Last year speakers sponsored 

the Council presented the lighting 
ry to 1,250 school teachers and princi- 
ils from eight county districts and two 
y boards. Five more meetings took 
ace in January and a further program is 
eduled for the remainder of the year. 
e research committee, under the chair- 
anship of Dr. Leland Brown of Stan- 
rd University is at work organizing an 

eve examination of school children. 


* - - 


he proposal to purchase property of 
» San Joaquin Light and Power Corpo- 
ration serving Fresno, Calif., for the es- 
tablishment of a municipal system was 
verwhelmingly defeated at the election 
Id Feb. 25 


* * * 


Among the stories current in Portland, 
Ore., of good work by local salesmen is 
the one about the Portland salesman who 

ld an electric refrigerator to the lady 

» came into the store to buy a paring 
knite \nother tells of the man who 

ame into the shop of a Portland dealer 
buy a second-hand stove for $15 and 
left with a $119 new electric range, cash 


paid for The Northwestern Electric 


Company has offered a $5 prize for in 
tances of such a hievements by local 
dealer salesmen reported in to the office 


t 


s “Dealer News.’ 


*¢ * 
\ scientifically lighted model office has 
been constructed in the Los Angeles 
hamber of Commerce Building under 
auspices of the Electrical Develop 
ment League of Southern California, to 


be used as a demonstration of proper 
illumination 


* * * 


Reports from the Electric Home and 
Farm Authority in Los Angeles indicate 
that washing machines have been the 
most popular appliances for which finance 
ipplications have been made, with elec 
ric ranges running second. Electric re- 
irigerators and water heaters follow in 
rder. The largest single job financed 
through this office up to February of this 
ear was for a refrigeration system in a 
San Pedro bungalow court, while the 
smallest was for a vacuum cleaner. FE. F 
Fleming, Jr., is assistant secretary of the 
EFHA in charge of the southern Cali 
fornia area 


* = * 


Premiums—linoleum for the kitchen 
floor with the purchase of a range and a 
set of dinnerware with a washing ma 
hine, were March events in Southeast 
Furniture Company (Salt Lake City) ad- 
vertising. The range offer tied in with 
the $25 trade-in campaign on ranges be- 
ing sponsored by the Utah Power and 
Light Company The Southeast Com 
pany recently expanded into the adjoin 
ing building which is to be used as a 
Bargain Annex with a radio and rebuilt 
appliance department 


+ * * 


The Z.C.M.1. of Salt Lake also had 
specials in March on ranges, washers and 
radio. Complete laundry equipment and 
a trade-in value on old washers were the 
features in this department 










GIVE THIS ELECTRIC 


FOOD MIXER 


FREE 
HAMILTON BEACH 


MOTOR-DRIVEN BRUSH VACUUM CLEANER 








WITH ANY 








% 


- £42 


SS 


Hamilton Beach offers you a vacuum cleaner deal that’s dy- 
namic because it’s different: First: It’s the only cleaner deal 
carrying the potent consumer appeal of a free food mixer. 
Second: It’s the only cleaner offer advertised, nation-wide, in 
the most popular part of a Sunday newspaper—the Rotogra- 
vure Section. (Investigations show that this section is read by 
more than 90% of the families receiving it.) This deal is geared 
to the times—an unusual offer backed by an unusual promotion 


plan—sure to get quick results. 


Women will “go” for this offer! Over 60% of them need new 


vacuum cleaners—and practically every one will want this elec- 








Use these specially prepared 


Dealer Helps—16” x 22” 
easel-back display card; 


folders and newspaper mats. 


FREE ON REQUEST 
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tric food mixer (a $10.00 value—not to be confused with the 
larger and more complete Model “D”). But their first thought 
will be: “Where can I get it?” Identify your store with this 
program—get this extra cleaner business. Put a display card 
in your window or on the counter—get a supply of especially 
prepared folders for mailing and store distribution—use the 


newspaper mats in your local newspaper. 


Cash in on the only deal of its kind—backed by Rotogravure 
advertising. It’s good for a limited time only—April Ist to 
June 1st. Ask your Jobber’s salesman for full details and place 


your order now. 


HAMILTON BEACH CO., Racine, Wis. 
DIVISION OF SCOVILL MANUFACTURING CO. 
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You can sell this 
Fairbanks-Morse Room Cooler 
profitably. Each sale strengthens 
your ground floor position in the 


air conditioning business. 








OU need not increase your 
sales or service organization 
to handle this Fairbanks-Morse 
Room Cooler. (Anyone who can 
install and service an electric re- 


frigerator can install and service 





it. There are no water connec- 
tions or refrigerant connections 
to make. Just back it up to an 
outside window. plug in on a 
proper electric outlet, and turn 
it on. That’s all there is to the 
a Get the facts —then decide! 

Your customer gets cool clean 


air for his office. hotel room, shop, 


conditioning business offers. Maybe you won't be interested 


even when you do get the facts. But it certainly is too good to 


A special annual feature of the Spok« 
man Review of Spokane, Wash., is 
“recipe magazine” supplement. This 2 
page feature this year proved a veh 
for extensive electrical advertising on t 
part of local dealers and of the Wa 
ington Water Power Company. 


The Public Service Company 
rado makes a feature of offering IL.] 
lamps on trial, without obligation to pr 
chase. If the customer wants to buy 
terms can be arranged as low as $1 do 
and $1 per month 


Home Workshop Clubs have becor 
common throughout the Pacific Nort 
west. The Northwestern Electric Cor 
pany gave window space to the Portlar 
Club during the week of February 21 
27, and was rewarded by crowds of me 
and boys who flocked to see the articl 
made by various of the fifty members 
the organization. In Walla Walla t 
local branch has for three years ha 
exhibit space on the main sales flo 
of the Pacific Power and Light Compar 
This utility is particularly interested 
encouraging the movement, which is sa 
to have been started by Lewis A. Ma 
Arthur, vice president of the Pacif 
Power and Light Company, himself 
home workshop ian 








The Idaho auto radio bill, which would 
have made illegal the use of a radio in 
moving automobile has duly been de 
feated. Reports indicate that some $700 
000 worth of radio sets installed in 15,000 
Idaho cars were thus saved from silenc« 


ae 
Provo, Utah, opened its “House 

Ideas,”’ an all-electric 5-room bungalow in 

| March. The house is sponsored by tl! 


Utah Power and Light Company a: 
contains such features as an electrical 
operated coal stoker, latest in lig! 
effects, and complete electrical laundr 
and kitchen. 





R. H. Larsen, formerly manager of the 
Soyle Furniture Company’s Salt Lake 
store has taken over the position of sale 
manager for the New Ballard Distribut 
ing Company, handling a complete line of 
the major appliances. John Seaman oi 
Ogden takes over the position in charge 
of Boyle’s, which incidentally has a new 
location on South State St. 


Maybe you do not fully appreciate the opportunity that the air 


During a six-weeks sales campaign on 


let a 3-cent stamp stand between you and finding out. Write — peer ater ye Radio = Elec 
ie : , ; tric Shop of Portland, Oregon sold mort 

. F a . Co., Dept. 4821, 900 S. Wabash Ave., : : ’ - 
hospital room, or any one room Fairbanks, Morse & Co., Dep . than fifty waffle irons. A window com 


Chicago, Illinois. 


in his home. Fairbanks-Morse Ortho-Clime Line 


pletely filled with the appliance, with the 
talking points explained in well-worded 
cards, plus a_ handbill distribution 


x neighborhood homes helped to make the 
Operation is quiet. All mech- Is Complete record possible. 
: : : : It includes a wide assortment of central station units ranging * * * 
anism is self-contained in an : ‘ nage séiliies 
in capacity from one to twenty tons, in addition to the room 
all. st: -ahine P » cooler. Central station units are designed for installation be- lying in with the power company au 
all-metal cabinet handsomely , me eae vertising of Better Licht, Korricks o! 
hind partitions or at some remote point. 1ey are conserva- Phoenix, Arizona. ran a March feature 
grained in dark walnut. tively rated, correctly engineered, and carefully manufactured. of pin-it-up lamps. They stationed 


FAIRBANKS-MORSE QRTHQ-(LIME 


eae AIR-CONDITIONING EQUIPMENT 
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lighting specialist in a special booth 
the street floor, ready for consultation | 
interested home owners. 


The Central Arizona Light and Powe: 
Company now introduces “Genii Watts, 
a new character in the electrical drama 
A free jar of jam, a loaf of bread, ar 
a toaster and buffet tray all for tl 
price of the toaster are the March sp« 


cials he pointed to in the advertisements 
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HELPS ELECTRICAL APPLIANCE DEALERS SELL PROFITABLY 


OMMERCIAL CREDIT COMPANY financing has 
C proved its value to thousands of success- 
ful merchants as an aid in closing sales. Its 
name is so well-known to American families, 
there is no hesitance in accepting CCC financing 
. » » no doubt about the fairness of the terms. 


But your financial interest in time payment 
sales doesn’t end with the signed order and 
the down payment. There has to be a final 
reckoning before your full profit is assured. 


Commercial Credit Company’s twenty-five years 
experience in credit investigation and collection 
is a bulwark of strength for you. It weeds 
out the bad risks that mean trouble and loss 
from failure to complete payments. It assures 
you of the maximum of profit. Get the most 
out of the big year ahead of you with Commer- 
cial Credit Company service. Nation-wide 
operation through 179 offices in principal cities 


assures close cooperation, prompt remittance. 


COMMERCIAL CREDIT COMPANY 


COMMERCIAL BANKERS 
CONSOLIDATEO CAPITAL 





HEADQUARTERS: BALTIMORE 
AND SURPLUS $60,000,000 


FINANCING SERVICE FOR MANUFACTURERS. DISTRIBUTORS AND DEALERS THROUGH 179 OFFICES IN THE UNITED STATES AND CANADA 
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APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 


THESE (3 BLADES 
MADE FAN HISTORY! 





THE AMAZING G-E QUIET BLADES 


HISTORY 


1931—Announced by G-E engineers after years of development 
and research in General Electric's famous “House of Magic.” 


1932—Outstanding performance proved by exhaustive labora- 
tory tests and countless commercial applications. 


1933—-Introduced to the trade . . . by General Electric . . . as 
“the greatest advance in fan blade design in more than 40 
years.” 


1934—-Acclaimed by the trade and public alike for efficient and 
QUIET operation. 


1935—Dealer sales of G-E Quiet Fans soared upward. 
1936—Dealer sales of G-E Quiet Fans reached new highs. 
1937—-THE MOST IMITATED AND COPIED BLADE IN THE FAN 
INDUSTRY! 
MORAL 


Sign the G-E Fan Agreement — now — and you, too, will profit by 
General Electric’s vast experience in the development of electric 
fans. 


This experience is the foundation on which new fans are being de- 
signed and developed for sale in new markets. 


And this experience brings you a better product, better merchan- 
dising plans, and bigger profits. 


And remember, the liberal G-E guarantee protects your profits. 


Call your nearest G-E Fan Distributor for the G-E Fan profit story. 
Do it now! 


GENERAL @ ELECTRIC 


FANS 
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A 20 per cent trade-in allowance v: 
on old lamps is a short time barg 
offered by the Washington Water Po 
Company in the purchase of new table 
floor model I.E.S. lamps. 


The Brown-Johnston Company of S; 
kane, Wash., have opened a new heat 
department featuring oil burners, stok« 
air conditioning units and other equi 
ment. This department will handle m 
the Norge line. 


* * * 


“Your dealer or the Montana P: 
Company” will be glad to show you m 
models of electric ironers, according 
the March special advertising in Butt 
newspapers. 


* * + 


Schoenfeld’s of Seattle recently staged 
a carload sale of Monarch refrigerators 
with special quantity price feature 
“Start Paying After May Ist” read th 
advertisements, which also included a 
corner coupon to be torn off so that th 
customer might reserve one of the r 
frigerators by mail, coming in later t 
make arrangements. 


*_ * * 


The electric range and water heater 
campaign which was carried on by tl 
Utah Power and Light Company during 
the early portion of the year and whic! 
allowed a trade-in value of $25 for th 
old range on the purchase of a new ele 
tric cooking unit started on January 25 
and was scheduled to run until March 25 
Two thousand range sales were set as 
quota. Early in February sale of 
electric ranges was reported. 


a 
/ 


* * * 


Otto S. Grunbaum, president of Gru 
baum Bros. home furnishing store 
Seattle, Wash., recently completed 
years as head of this organization coi 
cident with his own 60th birthday by a 
banquet to 250 employees of the store and 
friends in the New Washington Hotel. 
The store started in 1911 with 200 ac- 
counts and has grown in the past quarter 
century to a business involving 26,000 
paid and active accounts today The 
firm’s spring cooking school and baking 
contest is an annual event of the Seattle 
year. 


Major effort of the Mountain Stat 
Power Company and of the California 
Oregon Power Company for 1937 will ! 
directed toward those customers who fal 
into the group just above the minimui 
group. Emphasis will be on the pro! 
ability of rising costs and the economy 
purchase at the present time. The con 
pany’s usual summer campaign will tea 
ture water heaters, lift top refrigerators 
and a range special. This follows t! 
same lines as the successful campaign 
the past year. The water heater selected 
will be of the tank type built for us¢ 
an off-peak schedule. Commercial cook 
ing and heating business will also receivé 
major attention. 


Small appliances were featured 
March throughout Utah. This definitio 
was stretched to include laundry equi 
ment, lamps and lighting fixtures, as wel! 
as table cookery appliances and heaters 
A 5O cent trade-in allowance tor “any 
old clock” in the purchase of electt 
clocks was made possible by manufa 
turers. The Utah Power and Light Con 
pany has furnished table cookery and 
laundry equipment demonstrations 
dealers’ stores and stressed small appli 
ances in radio programs, newspapers, 
window and counter advertising On 
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Every Day Sates Prove It... 
THE HEADLINE REFRIGERATOR OF 1937 IS 





STEWART-WARNER 


. oe seen: ~~ 
-_— : 


MORE FEATURES FOR YOUR { 
MONEY |. 


* | Sal 
FAMOUS SLO-CYCLE TWIN | 
CYLINDER UNIT— RUNS LESS, ( 





COSTS LESS 4 
* 
NEW FLOOR AND SPECIAL 
RETAIL FINANCE PLANS 
° 
MORE POWERFUL MERCHAN- ( | 
DISING AND ADVERTISING — 
* i ar a 


C. B.S. COAST-T0-COAST | 
BROADCASTS —HORACE HEIDT 
AND HIS BRIGADIERS 








Freez 


een STEWART-WARNER 


CHICAGO, ILLINOIS 
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IN THE WINDOW — Roasting cooking, baking, 
stewing, new steamcooking and smokeless broil- 
ing — in the most convenient portable electric unit! 
Packed with sales punch is the story of Nesco Roast- 
Tell it to the public in the dra- 
matic picture form of this new 3-piece window display. 
Interchangeable top cards spotlight the seasonal ap- 
peal of Mothers Day, June Brides, Cool Summer 
Cooking. 


OVER THE COUNTER — increased insulation, 


larger capacity, new browning control, one-lift pan set, 
higher speed 4-position bake 
rack . the many Nesco Roastmaster advantages 
fairly sparkle with sales appeal in a new series of col- 


orful consumer folders. Use them over the counter. 


THROUGH THE MAIL — Enclose them in your 


mail. Get double benefit from your regular postage 


expenditure. These folders are right in size, in weight, 
for economical maiing. 


SPECIAL PROMOTIONS — ai. available to 
Nesco Roastmaster dealers — also new in sales appeal 
— promotion circulars with large space allowed, right 
on the front, for your special merchandising copy! 


master performanc e 


stainless steel covers 





NATIONAL ENAMELING AND STAMPING COMPANY 
270 North 12th Street, Milwaukee, Wisconsin 


RUSH —Please send complete information about the New Nesco 
Roastmaster and the new assortment of sales material. 


City State Per 


THE WORLD'S LARGEST MANUFACTURER OF ENAMELED WARE, JAPANNED WARE 
TINWARE, GALVANIZED WARE, 


KEROSENE RANGES AND HEATERS 
ELECTRIC APPLIANCES 
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R. E. Young has been placed 
in charge of sales and develop- 
ment engineering of the Whit- 
ing Stoker Company. 


Dr. W. A. Pearl has been ap- 
pointed to take charge of pro- 
duction engineering of Whiting 
stokers. 





Rew Pasiticns of the Mouth 





Whiting 


General T. S. Hammond, president of 
the Whiting Corporation last month an- 
nounced broad re-organization and expan- 
sion plans for Whiting’s stoker division. 

The long list of additions to Whit- 
ing’s organization begins with the ap- 
pointment of Dr. W. A. Pearl to take 
full charge of production Engineering. 
Dr. Pearl, widely known authority on 
modern precision manufacturing methods, 
was formerly Director of Shops at 
Armour Institute, one of the country’s 
leading technical schools, located in Chi- 
cago. R. E. Young will have charge of 
sales and development engineering 

B. J. Spitzka has been appointed edu- 
cational director. His work will include 
the handling of sales information and di- 
rection of sales contact, in close co-opera- 
tion with distributors, and through them, 
with dealers. 

J. A. Depew heads a newly organized 
service department, and S. M. Steinko 
has taken charge of advertising and sales 
promotion 

Whiting’s four 


zones, dividing the 


country into sales areas, have been in- | 


creased to six in order to permit more 
intensive co-operation with distributors 
and dealers. In charge of these zones 
are the following: J. W. Smith, North- 
west: G. W. Warnacutt, Southwest; R. 
L. Sanford, Upper Central; C. A. Geupel, 
Lower Central; W. F. Tilley, Northeast; 
and H. S. Weeks, Southeast 

R. S. Hammond now heads the stoker 
division's Chicago office with L. M. Bang 
as sales manager and W. F. Sanford, A. 


Porche, C. Gardner, L. W. Olson as rep- 
resentatives This office has made a | 
highly successful sales record since its 


opening last year. 


Whiting’s new advertising plans for tl 
coming season are now being prepared | 
The Buchen Company, Chicago adver 
tising agency. 


Consolidated Edison 


At the organization meeting of 
solidated Edison Company of New Yor! 
Inc., held recently Oscar H. Fogg, for 
merly executive vice-president, wa 
elected to the newly created position 
vice-chairman of the board and Ralph H 
Tapscott, formerly vice-president of Cor 
solidated Edison in charge of electrica 
operations within New York City, wa 
elected president and a trustee. Mr. Tap 
scott succeeds Frank W. Smith who, at 
his own request, was not re-elected to that 
office in view of his impending retirement 
at the end of June under the compani 
age limit of seventy. 

Floyd L. Carlisle, Chairman of tl 
Board of Trustees, was re-elected to that 
office, and the following vice-presidents 
were re-elected: F. H. Nickerson, R. B 
Grove, W. Cullen Morris, A. H. Kehos 
E. F. Jeffe, J. C. Parker, Philip Torchi 
John Stilwell, and W. W. Erwin. N. 17 
Sellman was re-elected assistant  vic« 
president ; H. C. Davidson, secretary, an 
J. R. Fenniman, treasurer. Henry Obert 
meyer, director of the Advertising Bu 
reau, was elected an assistant vic 
president. 


j 


Rutenber 


Joseph Plasencia, 377-379 Broadway. 
New York City has been appointed Ex 
port Manager on both Marion ranges 





Ralph H. 
vice-president of Consolidated 
Edison of New York has been 
elected president of the com- 
pany. 


Tapscott, former 


APRIL, 


Oscar H. Fogg, former execu- 
tive vice-president of Consoi 
dated Edison of New York, has 
been made vice-chairman of 


the board. 
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S. M. Steinko has been placed 
in charge of sales and adver- 
tising promotion of Whiting 
stokers in a recent re-organiza- 
tion. 


R. H. Luscombe is the new 
New York branch manager for 
Penn Electric Switch Company 
of Des Moines, la. 





| appliances. The 
tors have been appointed: Harry Alter 
Company, Chicago, Illinois, City Service 
Oil Company, Bristol, Virginia, Tennes- 
and Peaslee-Gaulbert Company, 
uisville, Kentucky. These represent 
additions to those distributors previously 
pointed. 


Westinghouse 


\t a meeting of the Board of Direc- 
tors of the Westinghouse Electric and 
Manufacturing Company held in New 
York, C. W. Pomeroy was elected secre- 
tary of the Company to fill the vacancy 

t by the death of Warren H. Jones. 

At the same meeting Albert Olsen was 


following distrib- | 


elected assistant secretary of the West- | 
nghouse Electric and Manufacturing 
Company. 


General Electric 


Ralph C. Cameron has been appointed 


manager of the department store sales di- | 


ion of the General Electric appliance 
d merchandise department and in his 
ew capacity will co-ordinate all sales and 
romotional activities directly affecting 
lepartment stores, it has been announced 
y P. B. Zimmerman, general manager 
the company’s appliance sales. Mr. 
Cameron will also assist sales divisions 
and distributors in effecting contracts 
vith chain and independent department 
nd furniture stores. For some years he 
as been in charge of department store 
tivities for the specialty appliance line, 
vith headquarters in Cleveland. 
Announced at the same time by Mr. 
Zimmerman was the appointment of John 
P. Rainbault as manager of the electric 
lock section of the appliance and mer- 
handise department; the appointment of 
E. Pierce as sales manager of the 
electric clock section; and the appoint- 
ment of C. 


f the radio sales division. E. H. Vogel 





N. E. Jennison has been named 
senior engineer of the Penn 
Electric Switch Company in 
the sales division. 


M. Wilson as sales manager | 
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was recently made manager of the latter 
division. 

Mr. Rainbault joined the appliance and 
merchandise department of the company 
in 1930 as New York district manager of 
radio sales, and was transferred to clock 
sales activities in 1931. With his new 
appointment he will supervise engineering 
and manufacturing as well as sales. 

For the past year and a half Mr. 
Wilson has been G-E radio sales manager 
for the middle Atlantic district, with head- 
quarters in Philadelphia; and Mr. Pierce 
has been manager of department store 
sales. 


Penn ‘Switch 


On March Ist Penn Electric Switch 
Co. announced the opening of its new 
branch office at 333 Mutual Home Build- 
ing, Dayton, Ohio. This office is in 
charge of R. V. Clark who served as 
manager of the company’s New York 
Office for six years. Prior tc taking 
charge of Penn’s New York Office, Mr. 
Clark was on the home office staff of the 
company at Des Moines, lowa. 

R. H. Luscombe, who was in charge of 
Penn Electric Switch Co.’s Gas Control 
Division for three years, has been named 
manager of the New York Branch at 
101 Park Avenue, to succeed Mr. Clark. 
Prior to joining Penn Electric Switch 
Co., Mr. Luscombe served for a number 
of years in the heating division of the 
Des Moines Gas Company. 


Proctor & Schwartz 
James M. D. Worrall for the past 
several years in charge of the New York 
office of Proctor & Schwartz Electric 
Company with supervision over the New 
England territory has been appointed 
Eastern sales manager of that Company 
continuing his office in New York and 
extending his supervision over the East- 
ern territory generally. 





R. V. Clark, formerly in charge 
of Penn Electric Switch's New 
York office, has been named 
manager of the new branch at 
Dayton, O. 
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HE next big profit chapter in the 
history of appliance merchandising 
will be written about electric ranges! 

As the market expands with this 
definite promise of big volume devel- 
opment, the Marion Electric Range 
enters its second quarter-century of 
progress. Rutenber Electric Com- 
pany, builder of the Marion Range 
since 1912, is probably the oldest 
continuous manufacturer of electric 
ranges in the industry. 

To you, Distributors and Dealers 
facing the new profit opportunities in 
this rapidly growing market, we sug- 
gest serious consideration of the vital 
importance of these two facts. 

In manufacturing, as in merchan- 
dising, there is no substitute for 
actual experience. Genuinely suc- 
cessful products rarely, if ever, spring 
full blown from the brain of the in- 
ventor, the adapter, the copyist. 


\ Marion 





Back of the Marion Range lies this 
proud period of pioneering—a quar- 
ter-century of laboratory research, of 
practical testing, which has proved 
its value in actual use. By this sound 
product development Marion has 
played a leader’s part in arousing the 
interest, creating the public confi- 
dence upon which today’s big market 
potentiality in electric ranges rests. 


Forging ahead, with a merchan- 
dising policy aggressively geared to 
the market opportunity, Marion will 
continue to build soundly, upon the 
time-tested basis of a quarter-century 
of specific experience in the field. 


We invite you Mr. Distributor, 
and you, Mr. Dealer, to win a 
leader’s share of the electric range 
market, with Marion. Write now for 
detailed information about this op- 
portunity—-without obligation. 





. Sleclite (Lange 


Rutenber Electric Company, Marion, Indiana 


APRIL, 


Merchandise Mart 


Announcement of three key pron 
tions in the executive management 
The Merchandise Mart, Chicago, w 
made this week by Marshall Field a 
Company. J. M. Barclay, who has be 
in the Operating Division of Marsh 
Field and Company Retail for the pa 
| year has been 


made manager of T 
Merchandise Mart, and George A. Nx 
son and A. E. Hawkinson of The Ma 
organization were named assistant ma 
agers. 

Barclay’s new position in The M¢ 
chandise Mart brings him back to tl 
| scene of his first position with Marsha 
Field and Company. Preceding his thr 
years’ work in various capacities wit 
the Retail Division of Marshall Field, h 
| was a member of The Merchandise Mar 

Sales Division for a year. Before con 

ing to Chicago four years ago, Barcl 

headed the Barclay Sales and Engineet 
ing Company of Minneapolis. 


Gibson 


| Gibson Electric Refrigerator Corpora 
| tion of Greenville, Michigan, announc: 
| the appointment of R. L. Benson ar 
| E. E. Nofzinger to positions in the eng 

| neering and development department. 

| Mr. Benson was formerly connected 
| with both Westinghouse and Frigidair: 
and Mr. Nofzinger comes from the Dou 

las Air Craft Corporation. 


Elliott-Lewis 


The Elliott-Lewis Electrical Compar 
exclusive Philadelphia Distributor for 
G-E radio, has just announced the ap 
pointment of Frank Horning as sal 
manager of the newly established R: adi 
Division. Under a recent reorganizati 
this division will serve G-E radio dealer 
throughout the Philadelphia, Wilmington. 
Trenton and Atlantic City areas. 

Horning is a veteran radio merchai 
diser and brings to Elliott-Lewis a lo: 
experience in radio sales activities. He i 
president of the Southern Jersey Ek 
trical Association and was formerly ass: 
ciated with the Sampson Electric Cor 
pany, Chicago; Stix, Baer and Fuller 
St. Louis and more recently Philadelp! 
representative for the RCA Manufactur 
ing Company at Camden. 


Covered Wagon 


Robert G. Silbar 
assistant advertising manager of T! 
Covered Wagon Company, trailer manu 
facturers, has been announced by F. | 
Edman, advertising manager. 

Previous to joining the trailer con 
pany Mr. Silbar was director of publicit 
for Klau-Van Pietersom-Dunlap Ass 
ciates, Inc., Milwaukee, Wisconsin adver 
tising agency. In that capacity he | 
directed publicity activities for more tha 
fifty leading national advertisers. He 
a former Michigan newspaper man and 
automotive editor, and is well known f 
his contributions to tradepapers and 
popular magazine field. 


Appointment of 


Boston Edison 


Louis R. Wallis, veteran Boston Edis: 
executive, has been appointed assistant | 
the vice president and general manag 
Announcement is also made of the appoin' 
ment of Julius Daniels to the post to 
merly held by Mr. Wallis, head of th 

| commercial bureau in charge of sales an 
| promotion work. 

Mr. Daniels has been associated wit 
the utility company for 24 years and 
widely known throughout the industr) 
He is president of the Air Conditionit 
Bureau and in 1932 served as preside: 
of the Illuminating Engineering Society 


1937—ELECTRICAL MERCHANDISING 





SS. 
COPELAND 
>= 

















I 

f y 
ap 
ale 
id 

vs 

$54.95 to $129.95 
} wha ra sate th li alles iki le 
J s 

) ith th 

7 ...- With the most attractive 

| Ii in the i 

eo 
selling set-up in the industry 
o 
= @ Here is the proud result of many months of careful planning—for when we 
decided to enter the washing machine field we knew that to attract dealers, we would 
] uae . ; 

. have to create a product so beautifully styled, so excellently built and so favorably 

3 priced that it would sell easily. 

t More, we knew that we must offer dealers an ideal franchise which provided for 
profitable discounts, liberal financing plans and strong advertising and merchandising 
support. 

So that you can judge how completely we have accomplished all this, we invite 
is you to write or wire us for full details. Address: Mr. J. D. McLeod, General Sales 
od Manager, Copeland Refrigeration Corporation. 

i 

wil ind if you are interested also in joining the ever 

id increasing numbers who are selling the 1937 Copeland REFRIGERATION CORPORATION, DETROIT. MICH. 
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From Kansas City 









H. S. Grider, di- 
rector of display 
Kansas City Power & 
Light Co. 





When the moving picture 


Maid of Salem 
company, saw a good tie-in with kitchens and created the display above. 
maid cries There is the witch!" 
tasks 


RIETZ SEES 1,500,000 NEW 
FARM CUSTOMERS IN NEXT TEN YEARS 





WW () Prog al S660 f each 1 rk lines i 
‘ gy ft ear equipme R Is stel 
v1 w that the farm customer purchas 
1 ré i i na billion rom 250 350 per } more electr 
i ele equipment than the city dweller through 
al " G. A. R it the depression.’ 
c alist f the The speaker estimated that purchases 
[ npa at a ansformers, protective equipmen 
‘ reasing inter cable products, and meters which would 
vith pows be the minimum required by the tiew 
i t par in ld total $112,500 
at i y t OOD ext ecade, while such other 
i farmer equi motors, appliances wiring 
| h pportunitie | uld total $440,000,000. To 
I trica il s can be added a substantial but unesti 
. ‘ i la i i ‘ ve ad il substa 
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And here's another shot from the Combustioneer convention. 
district field representatives gathered outside the factory 






came to Kansas City, H. S. Grider, above, director of display for the powe 
In the old-fashioned kitchen at the 
and points to the modern maid who utilizes the power of electricity to do her househol | 
The display was shown in the lobby of the theatre where the picture was playing. 


left, tie 


Mr. Pierce said. The 1936 attendance was 
22,815. 

The conventions, conducted by three 
picked crews of Dayton sales department 
executives started in middle January and 
ended late in February preparatory to 
national introduction of new products on 
March 7. 

Those who attended the conventions 
were salesmen and supervisors from 
major appliance and specialty dealers, de- 
partment and furniture stores and public 


Combustioneer Convention 





Combustioneer, manufacturers of automatic coal burners—stokers 
to the trade—held a sales convention recently and we have these 
two photos of the executive and sales groups as a result. Above 
is the factory's executive sales staff. 
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It shows the factory's executive sales staff and 


utilities, together with many administ 
tive and merchandising executives tr 
each classification of Frigidaire’s outl 


SR 


The 


EHFA Financing for North- 


ern States Power 


W ASHINGTON—Contracts have be 
negotiated by the Electric Home a 
Farm Authority covering the extens 
of its low-cost appliance financing p! 
to the customers of the lowa Electr 
Light & Power Company and also of t 
Northern States Power Company and 
principal subsidiaries. Companies m 
included are the Northern State Pow: 


companies of Minnesota and of Wisc: 
sin, the Minneapolis General Electr 
Company, and the Interstate Light ar 


Power Companies of Wisconsin and 
Delaware. Other smaller subsidiaries 
the system are expected to join in at 
later date. 

EHFA was originally organized by 
Tennessee Valley Authority to foster t 
distribution of electrical appliances; w 
expanded in August, 1935, to cover ar 
part of the country in which consumer 
rates are low enough to justify the 
tensive domestic use of appliances. 
operates through aproved local dealers, 
discounting their customers’ notes sprea: 
ing the cost of the appliances over a 
term of years. Collections are made bh) 
the local utilities through the addition 
the monthly payment to the regular cur 
rent bill. 

A prominent part was taken in neg 
tiating the new contracts by the Nort 
Central Associated Electrical Industries 
an organization formed to promote tl 
greater use of electricity in the regio: 
H. E. Young, vice-president of Norther: 
States, is chairman, and A. H. Kessler 
236 Foshay Tower, Mineapolis, is secré 
tary. 
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and heres \\) 1! 


This beautiful, rugged Haag VORTEX 82 is unequalled for 
washing and wringing—not a claim but a fact that can be 
demonstrated! 








This is the washer that 10,000 women helped design... they 
told us what they wanted—and here it is! It's beautiful—it's 
rugged—and it will stay modern for years to come. There's 
no guesswork in choosing Haag VORTEX 82 — any woman 
can see that it washes and wrings better—YOU can demon- 
strate it to her! Improved, exclusive features that sell! 


HAAG BROTHERS COMPANY - - 
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There is a complete line of 
Haag VORTEX electric and 
farm washers in a wide range 
of prices and two companion 
Haag VERTEX ironers. 





WRITE or WIRE now for full 
information 


- PEORIA, ILLINU!S 
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to any customer anywhere in America. Add TOP- 
speed and INTELLIGENT handling. You're set for 


a fast-moving shipping season on stock orders, 


replacements and spare parts — wholesale or 


retail, at low economical cost. Pick-up and delivery 


in all cities and principal towns without extra 


charge. For super-speed, use Air Express. For 


service, phone the nearest Railway Express office. 


RAILWAY* 


AGENCY 


NATION-WIDE 


‘ 


“WEXPRESS 


NC. 


RAIL-AIR SERVICE 
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Those big lamps being used in G-E's spring promotion take some 
making. Here's a shot in the plant where a wood-pulp turning machine 


puts the final touches on them before they are ready for a dealer's 
window. Looks like a lot of wattage here. 


fl 











Southern California Development League Launches 


Wiring Drive 


LOS ANGELES—Three hundred elec- 
trical men of Los Angeles attended the 
recent dinner of the Electrical Develop 
ment League of Southern California at 
which reports were made on the program 


of adequate wiring which has been made a | 


1937 objective of the group 

The program contemplates a_ wide- 
spread drive to sell better wiring, as 
an initial step in ushering in the “Electri 


cal Age” heralded with the coming of | 


Boulder Dam power. <A recent survey 
f the district indicated that although 99 
per cent of the houses were wired, not 
more than 5 per cent were adequately 
wired. A test program has been under- 
way for some time in the Wilshire Blvd 
district under which local contractors are 
working in an organized way to contact 


householders Financing arrangements 
have been made with a local bank where 
by consumers may finance wiring modern- 


zation when the balance is a minimum of 
24. Monthly payments must be at least 
3 All participating in the campaign 
work to a minimum price structure and 
are sufficiently schooled and armed with 
costs in advance that they can answer 
questions immediately as to the price 
of any type of adequate wiring job. Each 
of the district's 3,120 customers is being 
ircularized and contacted. The test pro 
gram is being tried out in order to de- 
velop any difficulties which may be in- 


AS ~ 


herent in the plan, which is then to be | 
extended over the League’s whole terri- | 
tory Some $10,000 will be allotted to 
this activity if the plan proves effective. 


It has further been proposed in this 
connection that an Architects’ Service Bu- 
reau be established by the League, to | 
under the direction of a man with ar 
tectural training who can bring the ne 
information on all-electric hon 
before architects. 





Appliances Use 55 Per Cent of 


CHICAGO—Growth in use of 
appliances in homes was pointed 
out by James Simpson to Common- 


holders recently in Chicago 
“Figures indicate that use ot 

appliances now account tor morte 

than 55 per cent of the total resi 


Simpson, “whereas in 1932 it was 
only 51 per cent. Increased us¢ 


conditioning contributed greatly 
improvement.” 





Residentiel Power 


Edison Company stock 


| 
kilowatt-hours,” says Mr 





for refrigeration and air 








G-E Laundry 


David Hays has been appointed con 
mercial engineer of the laundry equipment 
section of the General Electric Compa 
at Bridgeport, Conn., it has been 
nounced by the Appliance and Mercha | 
dise Department of the company. 











These two girls were among 33 picked from General Electric's 60,000 
employees to receive the Coffin Award for valuable suggestions. Sophie 
Baikusis, center, has submitted 54 good suggestions during her 12 years 
with G-E; Dorothy Short, right, has only been there two years but she 
rated one, too. E. D. Spicer, works manager, is giving the girls a check. 
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DENVER DEALERS 
ENTER INTO CODE 


,ENVER—To correct evils existing 
the distribution and sales of mechani- 
refrigerators in Denver and immedi- 
vicinity, twenty-five retailers, repre- 
ting about 75 per cent of the retail 
ets for such equipment in the area 
cted, entered into a code agreement 
rch 1. 
Specialty, furniture and department 
res are parties to the agreement, with 
lic Service Company of Colorado rep- 
enting the utility angle. A member-at- 
ve sits on the governing board which 
eaded by George Flannigan, manager 
the Denver Retail Merchants Bureau. 
Cardinal merchandising offenses as 
itten into the code are these: (1) Sell- 
g at prices lower than those established 
the manufacturers. (2) Dishonest ad- 
vertising. (3) Allowing more for used 
pliances than the Code Schedule 
which appraises values on _ trade-ins, 
ised on date of model and cubic-foot 
ntent). (4) Selling other than current 
dels without carefully explaining cir- 
imstances to purchaser. (5) Failure to 
arge for other than delivery service. 
6) Failure to levy a carrying charge on 
nstallment purchases. (7) Permitting 
salesmen to split commissions. (8) Offer- 
consideration—in excess of two 


‘ 


per cent—for information leading to a 


rospect. 


KELVINATOR 
ELECTS OFFICERS 


Mason Named President; Nash, 
Chairman of the Board 


DETROIT—At a _ meeting of the 
Board of Directors of Nash-Kelvinator 
Corporation held in Detroit recently the 

llowing officers were elected: C. W. 
Nash, chairman; G. W. Mason, presi 

nt; H. G. Perkins, vice-president ; C. H 
Bliss, vice-president of sales, Nash Motor 
Division; N. Erick Walberg, vice-presi- 
lent of engineering, Nash Motor Divi- 
sion; H. W. Burritt, vice-president of 
sales, Kelvinator Division; R. B. Elliott, 
vice-president of production, Nash Motor 
Division; H. E. Long, vice-president of 
purchasing, Nash Motor Division; H. A. 
Lewis, treasurer; H. J. Mellum, secre 
tary; G. V. Egan, assistant secretary and 
assistant treasurer; G. H. Eddy, assistant 
treasurer; W. R. Crosett, comptroller; 
L. J. Holly, assistant comptroller, Nash 
Motor Division; J. J. Timpy, assistant 
omptroller, Kelvinator Division. 





What's Your 
Sales Record in 
N. Y., N. J. and Pa.? 


Either on the factory sales staff or 
as manufacturer's agent my 20 years 
of successful selling experience in the 
electrical and automotive fields 
should prove helpful in bolstering up 
a weak territory. Interested only in 
a substantial proposition and an op- 
portunity to build a sound future 
Can organize, hire, train and super- 
vise a sizeable sales organization. 
Reasonable initial expenses can be 
financed if required. 


Box SA-480 
Electrical Merchandising 
330 W. 42nd St., New York, N. Y. 














12,887,774 wired homes 
WITHOUT refrigerators’ 


@ Many more homes 
than have yet been sold 


®@ To the salesman of a Dry-Zero insulated 
refrigerator these millions of homes are 
good prospects 


The man who can tell the economy story of a Dry-Zero 
insulated refrigerator has something to which these 
people will listen. Economy of operation and long life. 
It is cheaper to run a refrigerator with Dry-Zero Insula- 


iion in the walls than with any other material. 


A Dry-Zero insulated refrigerator will save from 20¢ to 
$2.00 per month in running costs, because Dry-Zero 
Insulation is “non-hygroscopic.” Hygroscopic insulants 
absorb moisture and lose their heat stopping efficiency 


after a few years of service in the average kitchen. 


The unit of a Dry-Zero insulated refrigerator will not 
be called upon to carry the extra burden imposed by 
cheap insulation and will last longer and work more 


efficiently and, hence. more economically. 


= 
DRY ZERO If you want the complete story of how Dry-Zero Insula- 


ENS ULATI ON tion saves in cost of operation, write for copies of a 
The Most Efficient 


Commercial Insulant Known colorful folder which you can give to your prospects. 


*Figures from Electrical Merchandising and Air Conditioning & Refrigeration News 


DRY-ZERO CORPORATION 


222 North Bank Drive, Chicago ° 687 Broadview Ave., Toronto 
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eview of New Products 








As an added convenience items are numbered 
—Card for full information on page 76 











SUNBEAM 

Mixmaster 

lexible Shaft Co 5600 
Road, Chicago, Til. 


\ new Sunbeam Mixmaster 


ust been announced in black 
i white ish to blend with all 
new kitchen color schemes; 


vy Mixmaster has the same 
itures as the regular ivory and 


jade green Mixmaster, and _ the 
ume price. The only difference 1s 


the color.—Electrical Merchan- 





4 EVERHOT 


Roaster-Cookers 
Swartzbaugh Mfqa. Co., Toledo 
Ohio 
lels: No. 690 Rectangular with 
No. 697 Broiler attachment and 


No. 680 Oval with No. 687 Broiler 
attachment 

scription: Both roasters equipped 
vith automatic thermostat heat 
mtrol with signal light; complete 
ff” position; ivory enameled with 


black trim; chromium plated cover 


vith removable hinge and adjusta 


ble steam ventilator No. 690 


aster, extra large capacity; alumi 
lum or porcelain enameled 3-piec« 
itensil set; handy one-lift utensil 
and baking rack; total watts, 1320, 
115 volts, a.c. No. 680 roaster total 
attage, 1000. Broiler attachment 
No. 697, smokeless, available as 
eparate unit; attaches to roaster 
- easily; equipped with 5-posi- 
n adjustable broiling rack and 
rip pan; rack can be used as full 
sized 2-shelf baking unit: drip pan 
ised cookie sheet; 1500 watts, 
115 volts » ¢ 
Broiler attachment No. 687 con 
broiler and adjustable rack ; 
fits easily into cover; 1320 watts, 
5 Electrical Mer- 
handising, April, 1937 


as 


; 7 
sts ot 


115 volts, a. c 


Seventh St 


5 PROCTOR 
Roast-Or-Grille 


Proctor & Schwartz Electric Co., 
Tabor Rd., Philadel- 
phia, Pa. 

Device: “Economy Model” No. 101 
Roast-Or-Grille. 

Description: Equipped with folding 

tood rack, detachable grille and 

fitted pan set of satin aluminum 

finish; vitreous inset pan _ has 

pressed handles facilitating its re- 

moval from unit. 

Price $22.95 complete.—Electrical 
Verchandising, April, 1937. 





6 G. E. HOTPOINT 
lron 


General Electric Co., Appliance 
Vdse. Dept., Bridgeport, Conn. 


Model: Phantom automatic iron. 

Description Streamlined; tempera- 
ture control dial marked to indi- 
cate correct ironing temperature for 
silk, cotton, wool and linen; 1000 
watt Calrod unit; weighs 4 Ibs.; 
deep blue Textolite handle with 
integral thumb rest; button nooks; 
heel rest 

Price: $7.95.—Electrical Merchandis- 
ing, April, 1937. 





7 PACKARD Lektro-Shaver 


The Progress Corp., 1 E. 43rd St., 
New York City 

Device: Packard electric shaver. 

Description: Small motor containe! 
within handle, rounded cutter head 
attached to handie at one end ani 
detachable cord at other end; cut- 
ter consists of rounded outer cyl- 
inder called “comb” inside which 
moves inner cylinder called “cut- 
ter”; operates on 110 volt, 50 and 
60 cycle a.c. or d.c.; Packard Dup- 
lex travelers kit also available con- 
sisting of standard 110 volt Lektro- 
Shaver with an additional 32-volt 
Pullman motor packaged in leather 
bound steel case. For campers and 
general use where electric current 
is not available batteries and bat- 
tery connectors for 6-volt opera- 





tion are available. Hair cutter 

accessory kit containing emery 

filer, felt nail buffer, facial vibra 
and scalp stimulator also avail 
at additional cost. 

Price: $15; accessory kit, $5; 
tery hook-up for 6-volt Packar 
$5. Electrical Merchandisi 
April, 1937. 

v 





8 CLIMAX 
Air Conditioners 


Climax Machinery Co., Indianap 
Ind. 

Models: No. 20, 30, 40 and 50 
conditioners, cool, dehumidify, « 
culate, filter, ionize. 

Description: Model 20, % ton capa 
ity; 3600 B.t.u.’s; 330 watts; N 
30, 6/10 ton, 7487 B.t.u.’s, 68! 
watts; No. 40, 9/10 ton, 10624 
B.t.u.’s, 890 watts; No. 50, 1 1/1! 
ton, 13280 B.t.u.’s, 1140 watt 

Enclosed in small, compact, wal 
nut cabinets, no larger than radi 
water cooled, including condenser: 
motors and compressors; Models 
40 and 50 have especially design 
4 cylinder V-type compressor 
Model 50 canacity equivalent 
melting 2052 Ibs. ice every 24 hrs 

Prices: From $249 to $507.50.—Ele: 
trical Merchandising, April, 1937 

v 
9 TELECHRON 
Clock 

Warren Telechron Co., Ashland, Mas 
Vodel: “Globetrotter” Model 8F03 

Description: Self-starting, “world 
time” clock especially adapted i 
radio receivers; 24 hr. band show 
world time; can be set to any lo 
time zone; when dial is set to lo 
daylight saving time, 24 hr. dia! 
can be set to show local standat 
time as well as standard time 
all other time zones; walnut ca 





with bronze lacquered back at 
foot rest; 5 in. square dial, bla 
characters on brown backgroun 
with revolving world band of lig! 
and dark sections denoting a.n 
and p.m. 6% in. high, 68 in. wid 
3 in. deep. 

Price: $7.50.—Electrical Merchan 
dising, April, 1937. 
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FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 





Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the coupon and shoot it in to us. We will do the rest—and there's no cost to you 








NO. 1. NEW APEX-ROTAREX 
SALES HELPS 

Three new pieces designed to 
promote refrigerator sales have 
been prepared by Apex-Rotarex 
Corp. No. 1 is a consumer folder; 
No. 2 is a big catalog of Apex’s 
four models included in the 1937 
line; No. 3 is a retail sales manual 
“How to Increase Your Earn- 
ings.” All are colorful, convincing, 
comprehensive. 


NO. 2. RAILWAY EXPRESS 
AGENCY COOPERATION 
The advantages of Railway Ex- 
press C.O.D. service are briefed 
in an attractive little folder cap- 
tioned: “C.O.D. by R.E.A.” 
Copies are free. Another informa- 
tive piece that ought to be in your 
hands is a booklet “What Hap- 
pens When You Ship a Package.” 


NO. 3. THOSE INTERESTED IN 
A VALUABLE AID FOR RE- 
FRIGERATION 

“Yesterday and Today in Re- 
frigeration”’ published by the 
Temperature Research Founda- 
tion of Nash-Kelvinator Corpora- 
tion tells a fascinating story of 
modern refrigeration and the mod- 
ern refrigerator in simple, under- 
standable form. Every refrigerator 
distributor, dealer, salesman and 
service man should have this in 
his library. 


NO. 21. NEW “TOOL"—NEW 
LITERATURE 

The “New Products Section” 
this month lists the ‘“Hand-ee 
Tool”, made by Chicago Wheels 
& Mfg. Co.—a new utility tool 
of unusual design and construc- 
tion. This product is pictured and 
described in a 32-page booklet: 
“Sets New Standards of Per- 
formance” which is available to 
our readers. 


NO. 10. "BUILDING WIRES AND 
CABLES” 

That’s the title of a new book- 

let just issued by the General 

Cable Corporation which is avail- 

able for general distribution. 


NO. 37. M. H. RHODES AN- 
NOUNCES NEW CATALOG 
A 16-page catalog on ‘“Mark- 
Time” appliances — switches, 
clocks, watches, coin-meters, etc., 





is being distributed by M. H. 
Rhodes, Inc. 


NO. 7. WATER SOFTENERS AND 
PUMPS 

If you're interested in water 
softening and pumping equipment, 
ask for the two folders of Trupar, 
Incorporated. ‘“Trupar” is the 
name of the equipment and there 
are folders covering both softeners 
and pumps. 


NO. 13. "1900 WHIRLPOOL'S” 
NEW CATALOG 

The complete story of “Whirl- 
pool Washers and Ironers” and 
their “Styling” by Nineteen Hun- 
dred Corporation is told in a 
handsome 24-page catalog now be- 
ing distributed. 


NO. 9. TECHNICAL BUT HELP- 
FUL 

The International Nickel Com- 
pany, Inc., will supply copies of 
a recent publication “Save Conse- 
quences of Graphitic Corrosion of 
Cast Iron’”’—which deals with the 
mechanism of a type of corrosion 
of cast iron that results in the 
formation of a surface layer of 
residual graphite. 


NO. 5. PROCTOR PRIMER 
PUBLISHED 
Proctor & Swartz Electric 


Company has just published the 
Proctor Primer, a 72-page recipe, 
menu and cook book for distribu- 
tion in connection with their 
Roast-or-Grille. A useful, instruc- 
tive, authoritative piece of litera- 
ture. 


NO. 11. JEWITT REFRIGERATOR 
STORY 

Jewitt Refrigerator Co., Inc., tells 

the what, where and why of its 

Model 80—and Jewitt sales helps, 

etc., in a special presentation for 

the trade. 


NO. 12. 

« WASHERS 
“Barton, the Profit Line’ is the 
title of a 24-page booklet just 
published by the Barton Corpora- 
tion which contains data about 
Barton washers, together with 
helpful selling technique. Should 
be of interest to all merchants of 
household goods. 


ABOUT BARTON 
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NO. 8 AIR CONDITIONING 
DATA 

Climax Machinery Co. tells a terse 
but convincing story of its 5-Point 
Self-Contained Air Condition- 
ing equipment in a color folder 
which can be used as stuffer, en- 
closure, etc., to the consumer and 
which ought to be in the hands 
of dealers interested in this type 
of product. 


NO. 14. PRIMA DEALER AIDS 

Prima Manufacturing Corp. has 
a complete Prima Washer, Ironer 
and Refrigerator proposition—con- 
taining data on cooperative sales 
helps, etc., ready for retailers inter- 
ested in new profit possibilities. 


NO. 15. CASHING-IN ON KEL- 

VINATOR'S RADIO PROGRAM 
Nash-Kelvinator, which as every- 
one knows, is conducting a na- 
tion-wide contest (one of the 
prizes in which is a 6-Room Kel- 
vin Home) has published a book 
of 16-pages: “How to Cash In On 
Kelvinator’s Big Radio Program 
and Contest.” It is filled with sug- 
gestions and ideas for progressive 
retailers. 


NO. 24. NEW APPLIANCE— 
NEW SALES AND ADVERTIS- 
ING PLANS 

As announced in this issue, Unitor 

Corporation is introducing a new 

general utility appliance with 

numerous features. Complete data 


on product, sales and advertising 
plans and dealers’ franchise can be 
had by checking this item. 


NO. 17. “SWING MUSIC FOR 
1937 PROFITS" 
“A Swing to Thor’ is the title of 
a smashing big broadside prepared 
by the Hurley Machine Division, 
Electric Household Utilities Corp.., 
which tells about Thor Washers 
and TIroners. Incidentally, the 
broadside, when open, can be used 
as an attractive display poster for 
wall or window. 


NO. 18. THOR IRONER CON- 
SUMER FOLDER 

If you want copies of the latest 

Thor Ironer consumer folder “Do 

all your Ironing in Comfort” 

check the number opposite this 

item, 


NO. 19. G. E.'S PROFIT COM- 
BINATION 

General Electric Co. (Appliance 
and Merchandise Dept.) has is- 
sued an attractive broadside en- 
titled “Style Plus Price” which 
tells about its special Easter and 
Mother’s Day offer on its self- 
starting clocks. Easter has passed, 
but there’s still time to capitalize 
this proposition for Mother’s Day 
if you act quickly and check this 
item. This broadside, also, makes 
a swell consumer display adver- 
tisement. 


MORE ON THE FOLLOWING PAGE 
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FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 





Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the coupon and shoot it in to us. We will do the rest — and there's no cost to you 








NO. 22. JANETTE LITERATURE 
Two new pieces of literature have 
been issued by Janette Manufactur- 
ing Co. 1) Bulletin 22-6 on 
“Janette Speed-Reducers” (which 
reduct sales resistance to your prod- 
uct) and Bulletin No. 226 
on Janette Precision Built Elec- 
trical Apparatus 


NO. 4. ON HOLCOMB & HOKE 
“FIRE TENDER" 
Holcomb & Hoke have prepared 
new literature describing their 
“Fire Tender” Automatic Coal 
Burners. A large, colorful broad- 
covers the 10-20 series for 
apartments, institutions, 
etc., while another folder describes 
the model for residential use. 
Every retailer interested in stokers 
und automatic heating should have 
sheer 


side 


garages, 


items 


NO. 20. BIG BLACKSTONE 
WASHER CATALOG 
Blackstone Manufacturing Com- 
pany offers its new 1937 loose-leaf 
atalog of tested advertising ma- 
terial—window and floor displays, 
newspaper ad mats in several sizes, 


give-away folders for prospects, 


etc. Both Washers and Ironers 
ure featured. Additional pages 
will be prepared throughout the 
year and can be easily bound in. 


NO. 23. 
MANUAL 
Retailers selling washers, ironers 
and other products containing por- 
celain enamel should have the free 
book: “Sales Manual tor Porcelain 
Enamel,” issued by the 
Enamel Institute. 


NO. 16. SALES BUILDING PLAN 
BOOK 

A 16-page book on how to sell 

more electric heaters, with adver- 

tising and merchandising pro- 

grams outlined, is offered by 

Wesix Electric Heater Company. 


NO. 25. TRAILER DATA 
Information on what trailers mean 
to electrical retailers, and a cata- 
log of the latest display and mer- 
chandising trailers by Schelm 
Bros., Inc., can be had by checking 
this item. 


NO. 26. CHARTS ON “COM- 

FORT ZONE" CONTROL 
Penn Electric Switch Co. whose 
advertising of the “Comfort Zone”’ 
has created so much attention, offer 
a free ‘Comfort Zone” chart with 
instruction material. Automatic 
heat control is coming into its own 

and this copyrighted valuable 
chart out to be in every pro- 
gressive retailer's hands 


NO. 27. FAN FACTS 
Looks like the biggest fan season 
in years! Forethoughtful dealers 


VALUABLE SALES 


Porcelain 


MORE ON THE PRECEDING PAGE 
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will want to have the attractive 
catalog of Robbins & Myers which 
can be had by checking this 
number, 


NO. 28. A CONSUMER SALES 
PLAN ON WASHERS 
Voss Bros. Mfg. Co. are featuring 
a special book for washer promo- 
tion which is crammed with help- 
ful ideas. It’s called “New Voss 
Consumer Sales Plan” and the 
card brings it free, if you check 
the number on this item. 


NO. 29. COLORFUL FOLDER 

ON INSULATION 
If you want the complete story of 
how “Dry-Zero” Insulation saves 
in cost of operation you can get 
it in a colorful folder published by 
Dry-Zero Corporation. (You can 
use this literature on your pros- 
pects. ) 


NO. 30. WASHER PLAN BOOK 
Automatic Washer Company has 
its “5-Star Plan Book’’ ready for 
interested dealers. It describes 
their new sales plan—and other 
plans that really work. A helpful 
lot of data. 


NO. 31. NESCO SALES AM- 
MUNITION 

National Enameling & Stamping 
Company, “Nesco Roastmaster,” 
features a new assortment of sales 
literature for dealers, including 
3-piece window display, a series of 
colorful folders and special promo- 
tion circulars. A check on this 
number brings particulars. 


NO. 32. NEW VICTOR FAN 
CATALOG 

Victor Electric Products, Inc., sets 

forth the Victor proposition in a 

new catalog on Victor “No-Draft” 

Fans. It is free upon request. 


NO. 33. A WESTINGHOUSE 
“HELP-SELL" ITEM 

The complete story of the promo- 
tion to back the sale of Westing- 
house Roasters is given in a pres- 
entation entitled: ‘“Extra!—On 
the Way to Help You Sell 
Westinghouse Roasters.” Contains 
examples of consumer literature, 
data on action displays, “‘ad- 
builder” service, cooking manuals, 
etc. Appliance dealers will find 
this helpful. 


APRIL, 


NO. 34. HELP SELL REFRIGERA. 
TORS 
The more you know about the 
finish on refrigerators the easier it 
is to “finish’’ sales—satisfactorily 
E. I. du Pont de Nemours & Co 
Inc., Finishes Division, offers a 
handy booklet: “Selling Mad. 
Easier With Dulux”; which con 
tains many useful sales hints. Put 
this in the hands of refrigerator 
salesmen! 


NO. 35. DELCO’'S NEW FAN 
CATALOG 

Delco Appliance Division, Genera! 
Motors Corporation, has put the 
story of its “3-Way Profit” plan 
into a new catalog. Delco’s Prod- 
ucts for the quality and price mar 

kets are shown; sales helps for the 
merchandiser and other useful data 
are also included. 


NO. 36. WESTINGHOUSE “FAM- 
ILY ALBUM" 

In connection with its refrigera 
tion promotion, Westinghouse 
Electric & Manufacturing Co. is 
featuring the “Westinghouse Re 
frigerator Family Albumn” ot 
“Kitchen Proved Savings.” It 
tells the story of how the refrig- 
erator will perform in the kitchen 
—gives detailed tests, etc. For 
details as to how the book may be 
seen check this item. 


NO. 6. G.E."S FREE PRESSING 
CLOTH 

General Electric Co. is furnish 
ing free with each G.E. “Phantom 
Iron” a “Handy 27 x 36 inch 
Pressing Cloth” as part of its drive 
to promote iron sales among “June 
Brides of This and Yesteryear.” A 
circle on the number of this item 
brings facts. 


NO. 38. NEW LIGHT ON 

INDIRECT LIGHTING 
Edwin Guth Company in its new 
“Catalog 31” shows a complete 
line of indirect lighting equipment, 
varied for all types of installation 
The 1937 spurt in home building 
and modernization is going to 
speed lighting equipment sales 
(watch for the May Electrical 
Merchandising —the “Electrica! 
Home in Print’) and dealers who 
plan to reap the harvest should 
have this catalog. Check this item 
to get it. 
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PROCTOR 
10 lron 


tor & Schwart Electric Co., 
enth St. & Tabor Rd., Philadel 
phia, Pa 
ice: No. 944 Blue Streak Speed 
ron 
scription: Super fast heating iron, 
ght weight; 110-120 volts, 10 am 
eres. 
$7.95.—Electrical Merchandis 
April, 1937 


v 





11 DIEHL 
Fans 
ehl Mfg. Co., Elizabethport, N. J 
levice: 1937 fan line includes the Rib 
bonaire with 3 ribbon blades, safe, 
silent, no draft; 110 volts, a« 
only. “Junior” models in 8-in. non- 
oscillating, 9 and 12 in. oscillating ; 
Standard models in 10, 12 and 16 
in. oscillating and 10 and 12 in. non 
oscillating; 10, 12 and 16 in. Quiet 
Oscillating fans; Air Circulators 
in 20 to 30 in.; 36 and 52 in 
Ceiling fans; home ventilating fans, 
9 and 10 in., in adjustable panel and 
wall cabinet models; 9, 12 and 16 
in ventilating fans.—Electrical 
Merchandising, April, 1937. 


v 





12 G-E Cooker 


General Electric Co., Appliance & 
Mdse Dept., Bridgeport, Conn. 
Device: No 119G35 a’La Carte cooker. 
Description: Toasts sandwiches, grills, 
fries; equipped with removable 
aluminum grids; heat evenly dis- 
tributed over entire cooking sur- 
face; each grid constructed with 
grease drain; aluminum cup catches 
grease; 660 watts, 115, 125 volts; 
chromeplate finish with black easy- 
grip front handle and convenie it 
side lifting handles; interchangeable 
waffle grids available at slight addi- 

tional cost. 
rice: $6.95.—Electrical Merchandis 
ing, April, 1937. 


~ 





Send me a copy of your new FREE book: ‘’SELLING Points 


NAME 


FIRM 


ADDRESS 
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PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 


or 



























@ “Some youngsters are really mischievous. 
Not yours perhaps—but some of his friends. 
Such healthy youngsters frequently have grimy 
hands when they raid the refrigerator, and in 
their haste they may be careless in their hand- 
ling of heavy dishes, crocks, or pans. Perhaps 
in a moment of daredeviltry they will try to 
scratch or mark the smooth surface of this 
appliance. 

“Porcelain enamel is the only finish that will 
stand such abuse. You can wash away the 
grime as easily and quickly as if it were a china 
plate; its flint-hard surface cannot bescratched. 

“We always recommend poxcelain enamel, 
Madam,—for the very selfish reason that we 
know it will make you a satisfied customer. It is 
the lifetime finish, and we want lifetime 
customers.” 


EDUCATIONAL BUREAU 
PORCELAIN ENAMEL INSTITUTE Inc. 


612 North Michigan Avenue 
Chicago 
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Review of New | 


As an added convenience items are numbered — Card ‘o, full 





PO-3, $7; Twintone models, 21 
from $4.50 to $5.05; 200, from $3. 
to $4.05.—Electrical Merchandisi 


April, 1937. 


VACUUM CLEANER 
MOTORS 
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trom tiny ones 


1 3 PROGRESS 


Cleaner 


4 : Progress Vacuum Corp., 1814 E. , l 
ke th S 40th St., Cleveland, O. 
’ Model: Progress model 9 cylinder 1 5 GETZ Washers 


type cleaner. 





Getz Washer Co., 337 Walnut St 
| Description: Cylinder of non-metallic Morton, IIl. 
composition with walnut finish 
mounted on 3 soft rubber wheels— 
(a swivel wheel in front assures 
easy handling). 4 hp. Black & 
Decker rubber mounted motor, 480 
watts, drives 3-fan suction unit; 
110 volts, ac. or dic. odd voltages 


Device: New 1937 washer line. 

Description: Improved “Triplex 
perforated agitator washes the ful 
depth of tub; “Easy Touch” safety 
wringer—feather touch stops roll 
and releases pressure; modern sty! 


available; motor equipped with ing. ' 020 « » 

convenient toggle switch; chrome Prices: From $39.50 to $89.50 
plated front cover and trimmings; "pia Merchandising, Apr 
positive “germ trap” between dust 1937. 


bag and motor prevents redistribu- 
tion of germs and dust, can also 


be used for deodorizing and puri- 





hication. 
Standard equipment includes: j 
| . . ; . in. diam. flexible rubber hose; 2 
[ was back in 1915 that the old Domestic Electric extension tubes: carpet nozzle that 
Company (now The Black & Decker Electric Company picks up surface lint instantly, 


equipped with felt polishing shoe, | 
round and 1 long brush with heavy 
: ‘ : shinee 1 : sets , 
which put an end to the industry’s early motor troubles rubber bumpers, 1 upholstery noz 
: . zle, 1 blower tool, 1 demothing de 
vice, 1 spray gun, and attachment 


introduced new principles of vacuum cleaner motor design 


and cleared the track for progress. 





: ‘ ' for cleaning radiators and corners 
Since that time many new sizes and types of portable saad 
: : Price: $74.95 with all attachments 
vacuum cleaners have been developed—and in the devel- Electrical Merchandising, April, 
. 937 
opment of these new models many vacuum cleaner manu- 1937, 
facturers have turned to this company for the solution to v 


16 MASTER Fan 


The Master Electric Co., Dayton 
Ohio 

Device: 8 in. rubber bladed fan. 

Description: Soft, flexible rubber at 
edge of blades, stiffened rubber: 
toward middle of blade gives good 
air delivery; streamlined in sati 
black and bright trim; 110 volts 
50-60 cycle a. c. induction typ 


their motor problems. 





Today, as a result, this company is producing vacuum 
cleaner motors in sizes ranging from tiny 2-lb. motors 
used in the smallest household cleaners to big 35-lb. mo- 
tors used in large, portable stage-type cleaners for hotel, 


apartment and garage service. 





Today, also, as in the past, manufacturers are drawing 





upon the long experience of this company’s engineers to . motor, non-radio interfering; ad 

“ t them in developing new and / canal tunes off 14 RITTENHOUSE Door Chimes justable . 
assist them in developing new an improved ypes o Price: $2.77.--Electrical Merchandis 
vacuum Cleaners which will contribute to the industry 8 1. E. Rittenhouse Co., Inc., Honeoye ing, April, 1937. 

further progress. Falls, N. Y. - 


. ‘ - ’ V odels reside »O-4 an O-3 
When it comes to making satisfied customers, you can't pose: AB, 4 = Ra 
beat Black & Decker (formerly Domestic Electric) Motors. Description: President, 2-tone tubu- 
More than two decades of satisfactory service—and the lar chime for homes, apartments, 
; 40 inches long; Twintone, bar 
type chime for office calls, dinner 
manufacturers—prove that beyond any doubt. calls, maid calls and general small 
apartment use. 
President PO-4 and Twintone 200, 
double duty models may be used 


>t 
et 


long-continued patronage of leading vacuum cleaner 






for two purposes, such as front 


BLACK aj 1D) Oe Oa ed and back doors; equipped with 2 17 CROSLEY Ironers 


signals—one signal consists of 2 


successive harmony notes, the other Crosley Radio Corp., Cincmnati, V 
a single vibrant chime. Models: 2 new ironer models. 
President PO-3 and Twintone 201, Description: Self-aligning chromiut 
THE BLACK & DECKER ELECTRIC CO., KENT, OHIO single duty models same in appear- ironing shoe has 145 sq. in. ironing 
ance as double duty models, except surface; full automatic fingertip 
formerly it produces only one signal. and knee control; roll 26 in. long 


President finishes: ivory art 6 in. diam.; Model H 719 has 2 

e a metal with gold or statuary bronze thermostatic controls with variabl 

‘The Pomerstic Electric Company with brushed brass; Twintone fin heat indicator; lightweight, white 
ishes: ivory with gold or green enameled cabinet cover with alumi- 


with gold. num top may be used as table top 
SPECIALISTS IN THE DESIGN AND APPLICATION Prices: President models complete 1/6 hp. motor.—Electrical Merchan 


OF UNIVERSAL MOTORS with special transformer, PO-4, $8 dising, April, 1937. 
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full information on page 76 q_— 
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Floor Polisher 





General Electric Co., Appliance & 
Mdse. Dept., Bridgeport, Conn. 
Device: New floor polisher scrubs, 
waxes and polishes; kit contain- 
ing white brushes for waxing and 
polishing and 2-hard rubber discs 
and 2 felt pads for buffing. 2 op- 
erating positions; switch in handle; 
brushes easily changed.—Electrical 

Merchandising, April, 1937. 





bog 





19 ROLLERMAID Electric Table 


The Fowler Corp., Portland, Ore 


Device: All metal, porcelain enamelled 
table with 3 built-in outlets for 
table appliances; extra long pull- 
out cord connects table outlets to 
baseboard or wall outlets; easy to 
move from room to room on rub- 
ber tired swivel wheels; 4-cu. ft. 
cabinet cupboard in table to store 
cooking utensils, with drop type 
door; top 23x30 in.; 30 in. high. 
Electrical Merchandising, April, 
1937. 








20 BLACKSTONE lroners 


Blackstone Mfq Co., Inc., James- 
town, N. Y 

Models: 2N and N. 

Description: Model 2N cabinet model 
has pressures adjustable to 240 lbs. ; 
separate switches control motor and 
heat operation; thermostat pro- 
vides accurate heat regulation; fin- 
ger-tip and knee control; extension 
table on either end. 

Model N. fully automatic without 
cabinet top and thermostat and with 
single extension  shelf.—Electrical 
Merchandising, April, 1937.. 














THE INSIDE TRACK 


The inside track is always the position that is preferred. ...In 1906 a 
patent was granted us on the original nickel-chromium resistor, Chromel. 
Until then, the heating appliance industry had been thwarted because of the 
lack of what Chromel proved to be. We thus have an inside track with 
that industry, and with it have had close friendly relations for 30 years — 
have always been aware of its heating element problems, with a mutual 
sharing of all the facts —have consistently lowered prices as increased produc- 
tion has lowered our costs. We have helped experimenters. . . . In doing 
these things, we have held our inside track position, from which we have 
continually learned as we have steadfastly tried to help. And this is why 
the electric heating industry has such confidence in Chromel for its 


heating elements. .. . Hoskins Manufacturing Company, Detroit, Michigan. 


CHROMEL 


THE WIRE THAT MADE ELECTRIC HEAT POSSIBLE 
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Elastic Envelope tokes the weor 
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cord section protects corcass 
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HESE are the rea- 


sons why Good- 


year Replacement V 
Belts are the most 
popular on the market 


—why they are easier 








to sell—and why you 


7 



















1 Goodyear Replacement V 
* Belts are made in a com- 
plete range of sizes to fit all 
standard makes and models of 
refrigerators, washing machines, 
water pumps, stokers, oil burners, 
beer pumps and light tool drives. 


2 All Goodyear belts are endless 
* cord construction, virtually 
stretchless — insuring longer life, 
maximum efficiency and quiet opera- 
tion. 


3 Tests prove Goodyear V Belts 
* run up to twice as long as others 
without slipping or breaking. 
With all standard assortments 
of Goodyear V Belts containing 
the most popular sizes you get a 
handsome three-color metal wall- 
display rack — a real aid to bigger 
sales. 











make more money 


with them. With the Goodyear line you have the correct 


belt for every customer—a true-fitting, true-running, 
long-lasting belt that makes friends for you. For full 


information and handy Application Guide telling cor- 


rect Goodyear Belt for every appliance, call your jobber, 


or write Goodyear, Akron, Ohio, or Los Angeles, Cal. 


* 


* * 


NOW—A PROFITABLE WAY TO SELL WASHING MACHINE WRINGER ROLLS 





THE GREATEST NAME 


Goodyear Universal Washing Machine Wringer 
Rolls eliminate carrying a large stock of made- 
up rolls, increase turnover and profit. Made in 
six standard diameters with extra rubber and 
shaft length that can be quickly cut to fit any 
wringer with Goodyear Combination Milling 
Machine. Write for data. 








REPLACEMENT ENDLESS CORD V BELTS 
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Review of New Products 





21 > HAND-EE Grinder 


Chicago Wheel & Mfg. Co., 1101 W. 
Monroe St., Chicago, IIl. 


Device Ultra De Luxe Hand-ec 
grinder set. 

Description: Unit packed in steel 
carrying case, incorporates De Luxe 
Hand-ee grinder with 26 accessories 
to grind, drill, polish, cut, carve 
sand, saw and engrave on all classes 
of material for use in servicing 
refrigerators and radios and in 
electrical maintenance work under- 
cutting, morticing fitting, etc. 

Price: $25.—Electrical Merchandis 


2 


ing, April, 1937 
v 

















22 EMERSON Fan 


The Emerson Electric Mfg. Co., St 
Louis, Mo. 


Device: Silver Swan 12 in. oscillator 
on adjustable floor stand. 

Description: Blades formed of sheet 
aluminum, designed for maximum 
delivery of air and quiet operation ; 
1100 c.f.m. on high speed; floor 
stand adjustable from 3 ft. 3 in 
to 4 ft. 9 in.; 3-speed sliding switch 
in base; capacitor motor with no 
brushes or mechanical device; ma 
hogany and chromium finish.—Ele¢ 

rical Merchandising, April, 1937. 


; 





23 > SPERTI Sunlamp 
Science Laboratories, Inc., 424 E. 4th 


St., Cinctnnatt, O. 


Device: Mercury-arc, ultra violet sun- 
lamp bulb 

Description: Sunlamp is composed of 
2 bulbs—the inner one containing 
mercury and mechanism necessary 
to vaporize this element which, in 
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turn, produces the ultra-violet ra 
the outer lamp is equipped wit 
filament for illumination. Spe 
glass is used in both bulbs that 
transmit the rays generated but 
also filter out those rays know: 
be destructive; consumes 100 wa 
Price: $5.—Electrical Merchandis 


April, 1937. 





24 


Unitor 


UNITOR 
Centralized Unit 


Corp., 5914 Federal 
Detroit, Mich 
Device: Centralized unit of multy 


appliances for home, or apartment 


ment. 


Description: A single ¢ hp. mot 
and patented transmission allow 
a wide range of instantly accessil 
labor saving operations; will was 
rinse and dry dishes; scour pot 
wash clothes; dry clean; iron ar 
press; polish and buff silver, et 
sharpen cutlery; mix, whip, a1 
extract; grind and chop _ foo 
freeze ice cream, separate crean 


churn butter; exercise and mas 


sage, and dry hair; requires 

plumbing, operated from socket 
base plug.—Electrical Merchand 
ing, April, 1937. 





25 BLACKSTONE Washers 


Blackstone Mfg. Co., Inc., Jame 
town, N. Y. 


Models: S-66, E-37, D-37, M-37, R-37 


Description: Models S-66, E-37 an 
D-37 equipped with new Hydract 
washing action which performs g¢ 
tle rubbing, suction and fiber-fles 
ing action on clothes; bullet ty] 
tubs ; Models S-66 and E-37 equipp« 
with new Lovell safety wringer wi! 
new pressure indicator controll 


pressure to any desired tens! 
iutomatic roll stop and self 
bearings, instant release and aut 


matic water-flume; available wit 
automatic foot pedal control drat 


pump Models M-37 and R-37 


equipped with Hi-Vane circulat 


washing action and safety wringer 


Model S-66, de luxe, white por: 
lain finish; E-37 white porcela 
tub with black trim; other mode 
green porcelain 
MX-37 equipped with Briggs 
Stratton gasoline motor. 

Prices: From $39.95 to $99.95.—Ele: 
trical Merchandising, April, 1937 


enamel Mode 


« 
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WITH TWO OF THE GREATEST NATURAL SALES 
APPEALS SINCE THE FIRST ROLLATOR REFRIGERATOR 














Tl- Low 7emp ROLLATOR REFRIGERATION 





“NEW 42-42 INTERIOR ARRANGEME 


Norge again sets the pace with the greatest advances in 






















home refrigeration since the introduction of the Rollator— 
the new Norge LOW-TEMP Rollator Refrigerator and 
ingenious new flexible snterior arrangement in both Low- 


Temp and Deluxe models. 








a | 


Straight through the line—right down to the “price’’ models 





—Norge has greater value to sell, greater value to demonstrate. 





Norge dealers enjoy two advantages—sensational public accept- 


ance of the name Norge and continuous product leadership. 


4--> 


The Norge 1937 advertising and sales promotion program 
is the greatest in Norge history. Get full details of the Norge 
proposition from your nearest Norge distributor. Liberal 


finance plans make it easy to be a Norge dealer. 


NORGE DIVISION Borg-Warner Corporation, Detroit, Michigan 
See THE DIFFERENCE! Sed/ THE DIFFERENCE! 


Packet THE DIFFERENCE! 









ROLLATOR REFRIGERATION (Domestic and Commercial) « GAS AND ELECTRIC RANGES 
WASHERS AND IRONERS « WHIRLATOR OIL BURNERS ¢« GAS BURNERS « FINE-AIR 
FURNACES « COAL STOKERS « AIR CONDITIONING e¢ CIRCULATOR ROOM HEATERS 
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SERVICE 


ADJUSTING THE 
WILCOLATOR OVEN 
CONTROL 


Shaft? F 





Post “ 
| } 
1 t 
it r , . 
(Po ( 
Ry 
S B ‘ ‘ 
de 
| W oO 
e 
Wil tor for the lowest heat The 
Wilcolator of cour being installed 
the ( I tl n ¢ 1 
WI! ‘ \ i 
, the ‘ ‘ 
| illel ~ B” 
D” 
PAGE 82 


5 








DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


= | 
oper operation of the device at 
gp ne nperature that the shaft and 
lement are parallel. (These project 
the oven.) 
h r error du 
) re t nostatic ele 
el en Nut \ ind adjust 
> | tha { ct ‘p” yus 
pen wh he thermometer reading 
orresponds with the Wilcolator dial 
iding hen tighten Nut “A” again 
| ven ontrol on Monarch 
ne ] ubject to another 
whi cause the re lay to close 
wi i bang, and just one burner 
(usually bottom) will heat. 
Che trouble here will be found in 
| which supplies th top oven 
element. It is placed in such a posi 
hat boiled over food stuffs from 
tl urface burne uns down on to 
¢ ble and int iuses it to short 
uit The outer insulation will 
ike findit y the exact location some 


what difficult, but careful bending will 


usually locate it. 


Contact D 


—- 


» 
Post C. A 


NutAa b \ Shaft? i 


Screw E 





MAKES and MODELS 


APEX (Cleaner)—Cord break in 
Pull out 
loosen grip from handle. 
Run cable through bottom hole of grip 
Make splice here and 
ring switch wires back through same 


handle grip near switch . 
witch and 


into handle 


hole into handle grip to switch termi- 
nals. Replace grip on handle. This 
method saves time, makes a neat job, 
much easier than making splice in- 


side grip 


CUTLER-HAMMER (Cold Con- 
trol) —Returning cold control to origi- 
nal factory setting after it has been 
adjusted Loosen dial knob and 
turn it until the arrow on the knob is 
lirectly over the metal pointer attached 


to the shaft under the knob. 


FAIRBANKS-MORSE 


ator) | 


( Refriger- 
test flapper valve . . . At- 
tach compound gauge to suction line 
hutoff valve and close suction line. 
Run unit until it reaches 20-inch 
vacuum, then stop it and note gauge 
If valve is holding, this read- 
in fifteen minute 
If hand on gauge jumps to- 
ward zero valve is leaking. 


reading 
ng will not change 
period 
Leaking 
valves may sometimes be restored to 
working order by flushing with oil. 
rhis is done by opening the expansion 


We pay for all acceptable ideas. 
Address Service Eprror, Electrical Merchandising 


330 West 42nd St., New York City 


SECTION 





valve and running the unit at a ba 
pressure of ten pounds for five m 
utes. Be sure and restore the exp 
sion valve to its original setting wl 
through. 

To recondition durex bearing 1 
seal .. . Remove ring from compress 
and work on lapping block, first wit 
No. 400 powdered abrasive and o 
then with No.600 and finally wit 
H-400 fine carborundum finishing 
compound. Lap until high polish 
obtained, then rub off abrasive on 
clean block, using oil only. 


GENERAL ELECTRIC 
erator )—Slight, metallic 
noise 


( Refrig- 
clicking 
Generally indicates a low 
vacuum on the low-pressure side 

that the oil pump does not take in ; 
full charge of oil at each turn. Ad 
a small quantity of oil, being careful 
As oil is added 


the noise will gradually disappear. 


not to add too much. 








REFRIGERATOR TRUCK—Old 
pipe and a pair of ball-bearing 
wheels make up this refrigera- 
tor moving device used by 
George Hinés of South Bend. 
Parts are welded together and 
because the wheels are placed 
1/3 of the way back from the 
front bar, balance is such that 
a 300-pound box can be easily 
handled by one man 





NORGE (Refrigerator) — Pinging 
noise from rollator May be du 
to too much oil but is generally du: 
to out-of-line discharge tube. Remove 
bell housing on rollator and straighter 
the tube. 


Inefficiency . . . May be due to stuck 
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DULUX / = as 


EASTING 
WHITENESS:. 





A feature 


that helps sell 
DULUX 
FINISHED 


refrigerators 


faster! 


‘WIL this refrigerator keepits whiteness?” 

This frequent question from canny 
shoppers doesn’t stump the man selling 
refrigerators finished with du Pont 
DULUX. In fact, the DULUX answer to 
that question has clinched many a sale. 

DULUX is a rugéged finish. Its unsur- 
passed gleaming whiteness does keep its 
bright beauty. DULUX is highly resist- 
ant to chipping, cracking, corrosion .. . 
doesn’t readily turn yellow or dingy with 
age. Is easily cleaned. Resists the action 
of grease, oils, acids. Stands up under 
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sharp blows or mechanical injury. 

No wonder DULUX finished refrigera- 
tors are so popular with women! And no 
wonder that today more than 3,000,000 
refrigerators gleam with this beautiful, 
durable finish! 

You’ll sell more refrigerators if you 
point out the advantages of this finish with 
lasting beauty. Send for a handy booklet, 
“Selling Made Easier with DULUX.” It 
contains many useful sales hints. E. I. 
du Pont de Nemours & Co., Inc., Finishes 
Division, Wilmington, Delaware. 
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DULUX 


REG. U. S. PAT. OFF. 


for refrigerators 
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DEALERS 
for NEW 


WANTED 
LINE of 


PROPELLAIR 
CIRCULATOR FANS 








@ Each 


model GUARANTEED to 
provide greater air delivery with 
smaller power consumption than any 
other fan of equal size. Amazingly 
silent; handsome finish in dark green 
Morocco and Chrome. Ideal for all 
types of stores, restaurants, commer- 
cial buildings. Widely used as cen 
tral ventilating system for homes. 
Vast possibilities for progressive 
dealers. 


Made in 22” and 28” sizes in table, 
floor, wall and ceiling models 


ATTIC FAN FRANCHISES OPEN! | 


A fan engineered for home and small 
building ventilation. Easy to install 
Low im original cost and operating 
cost. Very silent, yet high air deliv 
ery. Reduces indoor temperatures 16 
to 20 degrees. Whisks out heat, smoke 
odors. Every home and small building 
owner a prospect. Thousands will be 
sold this spring and summer. Make 
this profit in your territory. 

GET FACTS! Let us explain our propo 
sition in detail, accompanying it with 
complete information about PROPEL | 











LAIR Circulator Fans and Attic Fans. 
Write now. 












1301 Lagonda Ave. 
Springfield « Ohio 


PROPELLAIR, Inc. 






Another outstanding = 
electric applian 
that uses “TOPHET 


the long-life nick- 


el-chrome wire 


e<egce 








” a 
i | 
a *e 





Do You Recognize This? 


Of course you do! It's the new Roberts & 
Mander electric range. You can see it embodies 
all the newest principles of design — and of 
course its manufacturers use 


* TOPHET” 
WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY 
LAAAAAMAAAAAAAAAAAAAMUL AAA 













ULLAL ANA ANAM AANA AVY 


scored roller, broken blade 
spring, lack of oil or leaky discharge 
valve. To determine which attach com- 
pound gauge to suction line, start ma- 
valve for gauge reading. 
20-inch 


“racl 
chine, CTackK 


Chis should be at least a 


yacuum. If trouble is due to a stuck 
blade this w ll be indicated by a cool 
rollator. condenser and receiver and 


no retrige ( lf it is a broken blade 
spring the symptoms will be the same 
| but without the loud click character- 
| istic of the st ick blade condition If 
| oil is low the symptoms will be long 


| and ntinuous running, defrosting ot 


| evaporator and loud rattling sound 

rollator. 
lesting low temp system me 
gauge may be installed in either suc- 
valve on the rollator and will 
licate pressure in the evaporator 
mnected to it If valve is closed 
iwwainst the front port the gauge read- 
ys will indicate the pressure between 
ve il d che ck valve dise If a check 
disc is leaking the gauge pres- 


rise. If the pressure rises to 


ilue approaching head pressure 
the check valves are leaking. In 
ise it will probably be best to 
ge the rollator 
S VEL (Refrigerator) —Renew 
g asbestos wick in Electrolux 
Remove wick from burner, soak in 
kerosene and then set it afire. When 
flame bu s lap wick on floor. 
This will ret irbon and return 
ck vinal soft condition. 
1G (Cold Control )—Off-on switch 
cks Pull out switch button 
bump it back with your hand 
Conta t e themselves of cor- 
on. 
Cor uts out but won’t come on 
va Contacts are corroded or 
yoint fails to spring up far enough 
» make conta Take control apart 


and find prong not making contact. 
Use test lamp series with 110 volts 

through the control and spring the 
poit down to complete the circuit. 
( t hile control is apart 





Vent toroof 





CHARGING TANK SETUP — This, 
thinks serviceman J. E. Bitz, is the 
ideal arrangement for well-equipped 
refrigeration repair shop 
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AUTOMATIC HEATING 
and 


AIR( CONDITIONING 
wment 











Air 


Cast 
Steel 

(Oil, Gas, 

Stoker) 


ONE LINE 
Covers the Field 


Here’s your source of 
supply—for everything 
In one  tine—Scott 
Newcomb—you can now 
obtain a wide range of 
models covering every 
major unit used 
home-heating, air co 
ditioning and water 
softening. That fact 
alone makes for profit 
able sales. Other rea 
sons why S/N dealers 
are making money are— 

| There's 4 SN 

product for every 
month in the yea 


Boilers, 


cone Stoker) 


Oil Burners 
(8 sizes) 








Water Heaters 


: 2 “S/N” means high 
(Oil, Gas, est quality — at 
Stoker) competitive prices 

3 The industry rec 


ognizes S/N as 
Bioneers and au 
thorities in the 
field. 

4 A complete line ot 
easy -to-sell ac 
cessories ‘‘opens up 
leads’ for major 
equipment. 





Room Coolers 
and _ Central 
Cooling 


Stokers (for 
soft or hard 
coal) (5 sizes) 





Water Soften- 
ers (All sizes) 


Basement Sprinkler Systems 
(A popular novelty that gets 
you into prospects’ homes.) 


@ Your territory 
may be open for 
this popular line. 
Write today for 
literature and in- 
terestin deaier 
proposition. 


SCOTT-NEWCOMB, Inc. 


1929 Pine Street, St. Louis, Missouri 
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Condition- 
ers (Oil, Gas, 
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TWO METHODS OF 
ESERVING MANUALS 


By F. V. Golitz 


vice manuals that are in constant 
ry soon become loose at the 

and if some means for tight 
them is not provided the sheets 
ut and become lost. Due to the 
ive use to which we put our 


ls we were forced to devise two 
is for binding them. Either 


° o;" 


spacing as the side pieces, 34” wide. 
\fter all sheets were placed the other 


{ 14” Masonite drilled with the same 


side piece was placed on the rods and 
washers and nuts were tightened up, 
binding all sheets tightly. The side 
pieces were then cut to length and 
glued and nailed in place. The manu 
als were then mounted under the 
service bench or shelf in the manner 
indicated in the photograph, sliding in 
and out like drawers. 

The second method is to use 14” 


1” 1” angle iron for the side 





WOOD FRAME—This retainer uses a white pine frame, three binding 


bolts. Two manuals per frame seem 


thod proved satisfactory, but for a 
‘lass job we recommend the 
] 


mu 


he first type is a frame made of 
white pine, two pieces cut 13” 
ind the end pieces made to suit 





METAL FRAME—This one uses angle 
ron frame, brass pipe connectors. 
Masonite spacers make quick refer- 
ence easy 


vidth of the book (we found that 
ling two volumes together proved 
best). Three rods were made of 
cold-rolled steel cut to suit the 
ls with a 14-20 thread on each 
Che side pieces were drilled with 
= drill (three hole S 41 ‘e centers ) 
irst an index was placed on the 
and then the service sheets in 
labetical order. Then the rods 
e placed in one sidepiece. 3etween 
each letter, or large section of sheets, 
placed a clearance strip made up 


most satisfactory 


pieces and a piece ot 30” brass pip 
at each end 

Material needed for a wood fram 

Wood frames—white pine; 

Two side pieces, 34” “ 114” & 13” 

Two end pieces, 34” * 114” 
needed length to suit manual being 
bound: 

Three rods, 14” length needed to 
bind manuals; 


Six 4” — 20 nuts; 

Six 14” flat washers: 

Fifteen spacers, 14” , 34” <i 
Masonite drilled with three 14” holes 
414” centers, spacers t he placed he 
tween sections of manuals to provid 


clearance, so that the bottoms of the 
drawings n the centet of the book 
will be visible. 

Material needed for metal frame: 
Two side piece Ss, 14,” . ie x ag 
13” angle iron drilled with five 14” 

holes 


” 1 


Five rods, 14 length needed; 
Two 3%” & length needed brass 
pipe ; 
Ten nuts; 


Ten washers 


RANDOM REFRIGERATOR 
HINTS 


By J. E. Bitz 


A good trick when testing on the 


low pressure side of a refrigerator 
for leaks is to defrost the evaporatot 


so that the low-side pressure is raised 


This shows up leaks quicker. The unit 
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on Magic-Aire. 


Name 
Address 


City__ 





CLEVELAND SUCTION CLEANER CO. 
1734 Ivanhoe Rd., Cleveland, Ohio 


Please send me complete data 
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No opinions . - 


Noendorsements 


JUST 
FACTS! 


* 


That tells quickly 
and concisely the story 
of Electrical Testing 
Laboratories. 


Through research 
and testing, the 
FACTS concerning 
electric ovens, 
dishwashers, 


mixers, 
percola- 
tors, flat irons, refriger- 
ators, air-conditioning 
units, vacuum cleaners, 
toasters, and scores of 
other appliances used 
in the home are con- 
stantly being found. 


Electrical Testing 
Laboratories has ade- 
quate testing equi p- 


ment, forty years of 
testing experience, a 


highly skilled person- 
nel, and a record of un- 
biased, and confidential 
work. - 


That’s why perform- 
ance facts by E. T. L. 
make convincing sales 
tools ... provide sound 
buying information. 


* 


1 new booklet, “Fact is Sounder 
than Fiction” tells the E. T. L. 


story in more detail. Write for it. 


ELECTRICAL 
TESTING 


LABORATORIES 
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should be stopped when testing 

By placing your ear to the handle of 
a screwdriver and the point of the 
screwdriver on the suction valve you 
can hear oil gurgling up the suction 
check valve leaks. Then, 
suction line near the check 
| warm up at the end of each 


line if the 
too, the 
valve wil 
cycle due to warm oil passing back 
through the leaky valve 

When reconditioning either domes- 
i commercial compressors with 
a removable shaft seal using a Du- 
ene washer be sure and bake out the 


before this washer is in- 
when you 


compressor 


the job, heat will harden the 


' 
its seal 


Duprene, materially altering 


When a temperature knob on a cold 


control creeps toward the coldest set- 


ting ill a crimped spring washer 
inder the knob. To do this, remove 
extolite sealing plug from the 


center of the temperature knob, re- 
the small screw revealed and 
take the knob off. Put the washer 


the knob and knob, 


1 
repiace 


Knob screw connects 
with contact 





screw and sealing plug. Don’t leave 
sealing plug off to save time or 


knocked flat. The 


onnected to one side 


ome one will be 
-rew under it is 


in expansion valve 


} Ing 


\fter replacir 

f hur dioxide system, purging 
the system of air and testing for leaks 
vith ammonia it is good practice to 
opening of the low side flare 
connecting with a waterproof ma- 


rial such as hydrolene. This will 





freezing be- 
tween the flare nut and the tubing, 
which might result in collapse of the 


from 


moisture 


prevent 


INSTALLING ELECTRIC 
RANGE SWITCHES 
By James F. Hiatt, Jr. 

older 


range, (Using the pro- 
jecting type switch) 


Installing switches on the 
pe electric 
is quite a problem 
the multiplicity of con- 
tacts, the absence of color coding of 
| the wiring, and the difficulty of de- 
| termining the line and load terminals 
| of the new switch. 


because of 


It is necessary to determine the 





An American ™ 





Equipped with a 
BLACK & DECKER 
Motor 








EQUIPPED WITH 24 FEET OF BELDEN CORD—APPROVED BY UNDERWRITERS 


PROGRESS 


The VACUUM CLEANER 
that Purifies as It Cleans 


The Progress Vacuum Cleaner is entirely manufactured in this country and financed 


by American capital. 


Its almost phenomenal sales record is due to its superior 


performance as a home cleaning and air purifying unit. 


It Traps the 


Dust — It Traps the Germs 


There are many exclusive and patented “Progress” features developed over the past 
seventeen years, that not only make the “Progress” easier to sell but keep it sold. 

















Vertical PLUS 
Horizontal Suction 


Vertical to remove deeply imbedded 
dirt and horizontal to remove sur- 
face lint, ete., without harming the 
rug. Easy to operate. (Arrows in- 
dicate how the patented “Progress” 
Nozzle creates a dual vacuum.) 


A double turbine type fan develops greater cleaning 
suction. The Progress “Germ Trap" prevents redistri- 
bution of dust into the room and eliminates the neces- 
sity of dusting after cleaning. The patented "Progress" 
Nozzle covers a large area and is easy to handle. It 
creates a dual suction, both vertical and horizontal, 
which removes surface lint instantly as well as deeply 
imbedded dust and dirt without harming the most 
fragile fabrics. These features mean better, faster 
cleaning and greater user satisfaction. 

You can make more profits with the ‘Progress."" It is 
priced to allow a generous profit margin for you and your 
salesmen. Instruction book and factory guarantee packed 


with every machine. Wire or write today for details of the 
unique “Progress’' Franchise. 


PROGRESS VACUUM CORP. 


Manufacturers 


1814 East 40th St., Cleveland, Ohio 
Eastern Sales Representatives: A. R. MADDEN & TOM O'CALLA- 
HAN. Offices and Showroom: 112 W. 42nd St., New York City. 
Phone: Wisconsin 7-6175 
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2 COMPLETE LINES 


SIGNAL 8 to 16 


$6.00 to $29.00 List 


COOL SPOT 8 tol16 


75 List 


$3.00 to $19 


APRIL, 


Bigger values than ever—two quiet type fan 
lines improved mechanically and electrically. 
The “Cool Spot” line offers a new measure of 
quality at lower prices. You won’t experiment, 
if you sell Signal Fans. They are known, tried, 
proven, and accepted—and backed by a well 
rated manufacturer. Complete information, 
prices, and discounts upon request. 


SIGNAL ELECTRIC MFG. C0. 
Menominee, Michigan 
Offices in all principal cities 


SHEN AL 
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HIDDEN VALUES 


'HE FOUNDATION OF A ES any 
t <! ENN ( 

THE KEEL OF A (aan il} 
2 eee | 


HE WING BRACES OF AN *€ 
— 


...all are essential, 
yet taken for granted— 
because honesily built 








Mode! 2242 
List $13.50 


YES-FARIES GUARDSMAN TO0- 


s honestly built, from designs origi- 
nated by us, in our own factory, and 
proved by a recognized laboratory. 
obtained show that the 


Guardsman 


Results 


uccepted standards of efficiency for | 


supplementary desk lighting. Designs 
imitated, but the hidden 
values of honest workmanship and 


may be 


juality materials are usually lacking. 
You can safely assure your customers 
if long years of service and eye-com- 
fort by selling them Faries Lamps 

the acme of quality since 1880... 
produced by a Company specializing 
in proper illumination. 


Faries Guardsman illumination makes 
seeing easier, it floods the working 
area with a strong yet restful light, 
of proper intensity at all points... 
like properly con- 
trolled daylight. The 
Guardsman avoids 
both direct and re- 
flected glare and re- 





duces shadow to the 


WARRANT 


minimum. of QUALITY 


FARIES MANUFACTURING CO. 
and S. Robert Schwartz: Div. 
DECATUR, ILLINOIS 


Please send full details about Faries Guards 


man Executive office lamps. EM | 
vam 
street 

} 
ae A | 
‘ 
>tate 





By Invitation Member 


top of the repair switch, in order 
that the position indicator will read 
correctly, and that the wires may 
be installed by reference to the other 
switches,. already in service. If the 
new switch is an exact duplicate of 


Burner 


“0 volt 
supply 
Terminals of switch 





High 

| 4 
| ++ 
| 








the switches already in service, the 
top side may be determined by turn- | 
ing the position indicator to corre- 
spond with that of an installed switch, 
placing the repair switch near the 
reference switch, and noting the posi- 
tion of the small porcelain lug which 
prevents the metal cover of the switch 
from turning when it is operated. 
Then when the cover is removed, this 
lug can be p'aced in position as be 


fore, and the top side 


is correctly 
determined. 

The wires may then be installed in 
the new switch by noting their re- 
spective 


positions in the other 


switches. The line wires are usually 
easily distinguished 


busses along the switches, or 


either 


leads 


being 


exceeds by 50% the | 











for 


LAUNDRY 
APPLIANCES 






WILL SELL MORE 
WASHING MACHINES and 
IRONERS to the apartment 
building and tourist camp 
market. Thousands already 
in use. Write for full inform- 
ation. 

International Register Co. 

29 S. Throop St. Chicago 
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REB TOP 


GAS-O-LECTRIC 
POWER PLANTS 


°4935 


6 Volts 175 Waetts— Push Button Starter 7 
D.C. ONLY 





GOING OVER 
WITH A BANG!? 


Line up now with this exclusive dealer-jobber profit-producing line. 
This portable low-cost light plant has “caught on" in a big way 
wherever "city" electricity is not available . . . especially the unique 
combination A.C.—D.C. unit for producing electricity to operate 
radios, lights, electrical equipment and appliances and for charging 
batteries. Go RED TOP in 1937. D.C. plants only as low as $49.95 
up, f.o.b. Chicago. Mail coupon for discounts, literature, etc. 


COMBINATION A.C.—D.C. PLANTS 


In one plant—both 110-V., A. C., 300 watts for lighting, household appliances, small 
electric tools, pumps, etc.; and up to 325 watts D. C., for charging 6, 12, and 32-V., 
batteries. Prices from $89.95 f.o.b., Chicago. Push button starter. 


PIONEER GEN-E-MOTOR CORPORATION, CHICAGO, ILLINOIS 


LIST 
$89.95 
FACTORY 


COMBINATION 
A.C. - D.C. 


RER TOP 
Tt meek fs, 


THE COMPLETE EXCLUSIVE DEALER-JOBBER LINE 


O 





PIONEER GEN-E-MOTOR CORPORATION 
Dept. E-ID, 466 West Superior Street, Chicago, Illinois 


Please send me complete information on the new RED TOP Gas-O-Lectric Plants. 
Name 
Address 
City State 


Type of Business 


——E 











MAIL COUPON NOW! 
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BIG NEWS about the 
BIG NEW 
R&aM FANS 


These powerful oscillating fans are 
new in beauty. new in efficiency. 
The RA M “capac itor-ty pe” motor 
increases air output 47%) per watt 
on the 12-inch model, 52% on the 
l6-inch. The 16-inch model, con- 
suming only 59 watts. little more than 
many 8- and 10-inch fans, delivers 
1740 cubie feet of air per minute! 
Phe more efficient 3-speed motors 
are smaller and lighter. vet longer- 
lived. Drawn steel frames and bases 
and deep-pitched aluminum blades 


eliminate useless weight—the 16-inch 


fan weighs only 20 pounds. Beauty 
is enhanced by modern designing, 
and handsome finishing in two coats 
of semi-gloss baked enamel. Retail 
prices are $25 for the 12-inch, $32 
for the 16-inch. 

These splendid fans are only two 
of an all-new, all-improved R & M 
line for 1937, including De Luxe. 
Standard, and Junior fans and the 
sensational R & M Air Circulators. 
Write for complete new catalog. . . . 
Robbins & Myers, Springfield, Ohio: 
Brantford, Ont. 


ROBBINS &€ MYERS 


FANS + MOTORS «+ HOISTS 


By styling for the modern demand 


ATA 


* CRANES + FOUNDED 1878 


the mor 


vfacturers of heating appliances give dealers 


~ 
products with quick turnover 


Modern styling embrac 
heating appliance selling 


@) Pleasing design 


es two vital fact 


t Satisfactory long-time operatior 


Makers of appliances witt 


peal eauip them th 


nodern soles o 


DRIVER-HARRIS COMPANY, Harrison, N. J. 


Cleveland 


Chicago + Detroit - 
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England + France + Italy 





ym tuse blocks. Ihe leads trom the 
“1 


burners are easily traced, and can be 


eadily connected. 


In case of improper operation of 
burners, the following circuit 
liagrams will help materially in lo- 


iting the defect. These are actual 
diagrams ot Hart and Hegeman 
switches used on Hughes 


lL. & H and other ranges. 


Hotpoint 
In check- 
ng connections for any cause, it is al- 
ways easier to do so with the switch 
the high position 
In later stoves using flush type 
vitches, it is necessary to use an 
lentical replacement switch, and, due 
its shape, etc., no difficulty is met 
1 installation. However, in cases of 
rouble, the diagrams apply equally 
as well to the new switches Not to 


iad balancing switches). 


CONTROL BULB 
TEMPERATURE SETTINGS 





Temperature Setti g 
Po we 
I « t ( Cu 
at Pst) 2 15° 
l'a 
’ 14 to 17 0 
Cutler-Har 2 29 2tol 
Ran ’ 14 to 17 0 
Ra 38 to 40 Ot 32 
Cu Hamme Ot 0 2 
26 to 29 2 15 
Cutler-H 
) 4 17 2 to 1 
2t 29 2to 15 
Ge r Electr 
’ lf » 19 0to 3 














Sell This SENSATIONAL 
PF Ecouamastenr 
ELECTRIC RANGE 


* NEW BUSINESS 
* EASY SALES 
* LARGE PROFITS 


The first big "40" stunning electric 





range at a popular price — the 
beautiful new Economaster cabinet 
to floor model with foot recess in 
black base, with highest quality 
specifications. Meets the growing 


mass market for a 
fine range at the 7 29:0 
low list price of 
Detailed information will be sent if 


you write to 


SOUTHERN METAL PRODUCTS CORP. 


GEN. OFFICE + 666 LAKE SHORE DRIVE 
CHICAGO, ILLINOIS 
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Zoninc 


WASHERS 
Beauty 


IRONERS 


@ Horton presents the greatest 
sales-winning team of home laun- 
dry appliances in the industry. 
Strikingly modern lines, impor- 
tant exclusive features, a complete 
price range, backed by an adver- 
tising campaign in 17 important 
magazines! Ask your distributor 
for details or write now. 


HORTON MANUFACTURING CO. 
402 OSAGE ST., FORT WAYNE, IND. 


HORTON WASHERS —IRONERS, SINCE 1871 





oe NGHELBRO 7:43 
the Modern Way of Selling 


Many nationally-prominent manu- 
facturers and wholesalers, and 
thousands of alert home appliance 
dealers, are finding that it pays 
to demonstrate their wares at 
point of sale with SCHELBRO 
Display Trailers. More territory 
covered, more new accounts, larger 
orders, better salesman morale 
j . the actual increased volume 
quickly returns the investment in 
a SCHELBRO coach or fleet. 


Pioneers in the industry, 
we are the only manufac- 
turers specializing exclu- 
sively in Commercial 
trailers. All sizes, all 
styles, adaptable to every 
type of product. Write for 
catalog and quotations. 


SCHELM BROS.INC. titino 


ILLINOIS 


Below: SCHELBRO DeLuxe Sales Coach 
used by Gilford-Strauss Carpet Corp., 
Chicago. 





> 
~ 











am | 











RicitA 


ELECTRIC FLOOR MACHINE 


makes it easy to make new cus- 
tomers and resell old ones. 


Easy to demonstrate—popularly priced— 
endorsed by Good Housekeeping Insti- 
tute, Public Utility Companies, many 
flooring manufacturers, and hundreds of 
satisfied customers—here are a few rea- 
sons why you'll find REGINA Electric Floor 
Machines easier and more profitable to 
sell. 





Then, too, there are extra profits in Regina 
attachments for automatic waxing, wire 
brushes, sanding discs, varnish remover, 


wax, etc. 


The Regina Electric Floor Machine—fully guar- 
anteed by an organization which has pioneered 
for 40 years in the manufacture of products 
for the home—offers you an opportunity to 
resell your old electric appliance customers. 
All your old customers are prospects. Write 
for details of the Regina Franchise. 


THE REGINA CORPORATION 


Rahway New Jersey 
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| (USE THIS SPECIAL OIL) 1 KNOW. 1 READ 
“JIN THAT NEW REFRIGER- ABOUT IT IN 
ATOR,MR WARD. IT WILL © Collier's. 
MAKE IT LAST LONGER. |’ > 
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Gulf Electric-Motor Oil is the one oil made 


A Pig in a Poke 


oe CONTINUED FROM PAGE [9 meme 


Refrigerator B 


is just as efficient 
when new as refrigerator A. But after 


a third of the test was run, there was | 


a sudden increase in current consump- 


tion. From this point the amount of | 


current used remained fairly constant 
until the two-thirds 
reached. 


mark was 
Again came a sudden in- 
crease, followed by another fairly 
steady period during which the test 
ended. A careful investigation showed 
that the sharp jumps in current con- 
sumption were due to rapid losses of 
efficiency in certain parts of the in- 
sulation 
Refrigerator C is not as efficiently 
insulated, even when new, as are A and 
B. During the first half of the test, 
current consumption increased slowly 
but steadily. At thi 
of current used 


s point, the amount 
] increase 
rapidly and continued to mount dur- 
ing the balance of the test. The ex- 
planation for the loss of economy in 


evan to 


found in the con- 
Although 
it started to absorb moisture almost 
immediately, the moisture had to sat- 
urate the 
ing the 


this fashion was 
struction of the insulation. 


inner layers before affect- 
balance of the insulation so 
that a considerable time elapsed before 
moisture paths were created through 
the material for heat to follow. 

In refrigerator D moisture attacked 
the insulation in another manner. 
Water found paths through the insu- 
lation rather than along it, so that 
highways for heat entry were created 
almost immediately and the curve of 
current consumption rose rapidly 
from the start. 

The failure of insulation after a 
few years is not solely responsible for 
the loss of refrigerator economy. 
Sometimes a breakdown of the insu 
lation merely starts the ball rolling. 
This is what happens: As the insula- 
tion begins to fail more heat enters 
the cabinet. After a time the heat 
load on the refrigerating unit passes 
the point at which the unit operates 
economically, as discussed earlier in 
the article. When this occurs the fail- 
ing insulation and the over-burdened 
refrigerating unit combine to cause 
a rapid rise in the cost of operating 
the refrigerator. 

All this information is offered as 


heres tau 
| 


thats really 
DIFFERENT! 


Keeps You Cove - 
yer no rk of Colds] 


y 
| 


NO praFt? 


Yr mst 


THANKS TO 


wn) 


pate NTED 


gREELE-SPREADER 


ORDINARY FAN 


Y¥ 





NO-DRAHT FANS 


“The Finest Fans Ever Built" 


‘EE how the ribbons blow outward? 
\J That's the exclusive Victor Breeze- 
Spreader action diffusing instead of 
concentrating the air stream. That's 
why there are no drafts or blasts to 
cause disagreeable summer colds. In- 
stead, uniform air circulation, satisfy- 
ing heat relief with safety. The famous 
Ribbon Test does the selling. Put your- 
self above competition by pushing this 
“different” fan line. 


A COMPLETE 


LINE 





All Sizes .... 
.... All Types 


A Model for Every 
Cooling Require- 
ment. From the 8” 
DeLuxe for bed- 
room or small 
office, to the super- 
powerful 28” Tor- 
nado air circulator, 
Victors are truly 
“The Finest Fans 
Ever Built.” In 


28 INCH 
CEILING MODEL 














ALSO SHELF 
MODELS In 
BOTH SIZES 





performance, exclu- 





sive mechanical 


VICTOR TORNADO 











Bt 





























4 background material for retail sales- and convenience HIGH VELOCITY FANS 
specially for electric household appliance t/ men of refrigerators. It is but a short features and long, Low cost. high efficiency, 
. “ ‘ . . - ercial cooling. ne 
motors. It makes them run better, last longer. ‘| time since knowledge of this kind was trouble-free service Tornado replaces scattered 
. - 7 ae > stallations of smal! fans. 
Cuts down service calls and complaints. considered exclusive to technicians life, they outclass 
Recommend this oil when you sell a new ; fs and engineers. This situation is the field. 
appliance. Have your service men use it and changing noticeably as the modern re- 
suggest it when they make a call (an extra sale frigerator salesman sees how such ASK YOUR WHSLNN™ 
for them, less trouble in the future for you!) information, in his own hands, places | JOBBER OVERHEAD TYPE CUTS 
Nationally advertised! $2 for twelve 25c cans. | him above the “run of the mill” sales- COOLING COSTS 
Liberal profit margin. Write Gulf Petroleum | olo —— only . a ~ SEND TODAY FOR FREE CATALOG 
ae a . “ras . \ 2s sonality approach. It gives him rea 
Specialties, 541 Gulf Building, Pittsburgh, | () "aber rt “ ith whicl sath Don’t contract for fans until you 
Pa., for details. | 3 vaackground with which to meet con- get the Victor proposition. It’s r 
— ially f li vincingly the questions and doubts of diferent—mere _ preitabte—gives p 
The one ° é nn ° ° you a non-competitive set-up that 
oil made specially for appliance motors i | the buyer. The salesman with definite can’t be duplicated. Write for 7 
| ° ° ° e tail p vem todas > 
knowledge of this kind graduates from letails and new catalogue today 
the dilettante to the professional, and 
becomes better equipped to sell the | VICTOR ELECTRIC PROSUCTS, BNC. 
> & er’ € pig-in-a-poke which the prospect is | 776 Geading Base eo 
buying sight-unseen. AKERS OF VICTOR VENTILATING FANS 
+ 
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PARTS— ACCESSORIES 


AND SERVICES 





UNDISPLAYED RATE DISPLAYED RATE ISSUE CLOSES 
fi P . , or ‘ . } rge (Firat » ) 5 
$2.0 a ° ert Mi imum _ ‘ $4 (F ~ 1 inch $12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 Advertising forms close on the 25th of each month 
line. Dis ¢ fu : aa tie on oe oe per in 12 inches—$10.50 per in. (An advertising inch for the next month's issue. If proof is to be sub- 
ane. J ade in advance for ® measured vertically on one column. There are 4 mitted, copy and instructions should be in New 
ime played ads columns—48 inches to a page 


York at least 5 days prior to closing. 

























FRE 1937-38 
EDITION 





VACUUM 
CLEANER 


Get this NE 
BARGAIN CATA 





CATALOG 


information At last the book every service man is look- 
for deolers, re- — for Full of practical money-making 
a4 —. - jormation on construction and servicing 
for all makes. Tells how to check, test 


clean, repaw_ and price every job. Covers 
VACUUM CLEANER PARTS | 220222 = 
ples ball bearing assemblies. armatuse 
































checking, trouble locating and com- 

. . -~ Repairing! Rebuilding! Make Money plete list of cleaners compiled by ex- 
America Ss finest manufac- _ All Work Guaranteed ! Selling Re-New perienced men. Sumple. clear and easy 
nena to understand. Illustrated. Durable 


Quick Service! Sweepers! artificial leather binding $1 00 Post- 


paid Sold on 5-day trial basis. 





RE-NEW SWEEPER CO. 
Ti kee Ave 





From Crispers to Highsides, 
from Accessories to Air Con- ARMATURE 


reanagy Pe gy ae REWINDING | | EASTERN SEABOARD DEALERS! 


















































Saw diealenl fri Motor Repair—All Types Write for COMPLETE, Up-To-The-Minute, 120 
or displaying re riger- We stock vacuum cleaner parts page catalog — covering parts for all Washing 
ators to Refrigerated Write for prices and Catalog — yn pee Radios, Ironers 
ishwashers, and related supplies, etc 
Display Cases for Dis- WILLMAN ELECTRIC Co : J 
e ELECTRIC WAREHOUSE 
( OMPAN Y playing food. Every- 12506 Dexter, Detroit. Mich. Frankford Ave. & Venango St., Phila., Pa. 
1700 Saath Midhieen Avenue thing in refrigeration Profitable Specialties for Electrical Trade 
g accessories, equipment, Mangle Roller Covers for household machines. Vacuum Cleaner Armatures 
. Complete with tie cords 50c Item 
CHICAGO tools and supplies. The Electric Heating Pads, Orchid colored. Approved Rewound Exchange Price $1.25 
. * heating elemen 1.00 Item _ 
BRANCHES most complete line in Wash. ‘Mach. oe For all makes of washers. All ra of small Armatures rewound at 
‘ » Beer reasonable prices 
eM Me ee the world. Electric ven Covers. Attract., servicable. 50c Item. Finest Workmanship. Prompt Service. 
Vrite for samples and discount. Send for Vacuum Cleaner Parts Catalog 
] Ohio Textile Spec. Co.. 3440 W. 54th St.. Cleve. 0 NATION au . ACUUM CLEANER 
PPLY CO 
REPLACEMENT PADDING se ath St New York Cis 








~+— 
REPLACEMENT PADDING for all makes 


PARTS-SUPPLIES- TOOL $ nationally known. Ironers. Ask ‘or sample | OVER 11,000 REPAIR PARTS 
for REFRIGERATION-AI/IR CONDITIONING Senne dite neuer Mismeante @*  | Free 86 page catalog of 58 different 


models Vacuum Cleaners 











’ Db | 


Parts for all makes of Cleaners and Washing 































COMPLETE STOCK—QUICK SERVICE BRUSHES REBRISTLED Machines. qypewriters and Radios 
One 7 obey your oe r for any parts, supplies or tools VACUUM SWEEPER BRUSHES rebristled ~ Catalog shows liberal discount to dealers! S| 
you m of refrigerator or air conditioner. 7T5c. Prompt, efficient service for Hoovers, CHICAGO WHOLESALE CO., Not Inc. 
QU ALITY ‘ME RC HANDISE, absolutely guaranteed and of- Premiers, H. B., Royal, etc. Clark's Sales & 1614 W. Madison St CHICAGO, Il 
fered at the lowest prices. Deal with us—obtain all your Service, 308 So. First, Arkansas City. Kans 
needs from one source and rely absolutely on getting 
exactly what you order WHOLESALE ONLY for your 
protection Request big, complete, new catalog on your | 


business card or letterhead It's FREE 


AIRO SUPPLY co. ts2 Ww. Ashland a } +B nM 







SEARCHLIGHT SECTION | 
ewricaiting | “OPPORTUNITIES” : wisincss"°"* : 


For Rates—See last issue 


T RUCKS AX If You Need Men Trained in Available in Chicago: 
, 4 VG Air Conditioning and 

yor Refrigeration— SALES REPRESENTATIVE 

HANDLING B sean ee reer ene Se. nose | | ESTABLISHED CONTACTS 


; an “ 4 trained and competent shop mechanics, and 

1 aKes 90 efficient installation and service men available ELEC’L WHOLESALERS 
A in almost every locality Many already have 

REFRIGERATORS e eee A thoroughly schooled, experienced sales 
oa *Save time, trouble and money by patronizing 




















th rvi when dding t your fore r representative, whose = ae 

7 . iis service en addin o y wee 0 tn ae - » ate 1 

Caster Type Truc @ Write Tor. Balance type making "a evlacemant "Mo ‘chat to'you_ or | | Slectrical wholesalers are intimate, is 
. ° ° to prospective employee. Write. ‘phone or wire Gesirous © ©P be r . 

Per Set $39. 50 Circular Pneumatic Tires Extra for quick, courteous, efficient service in the Chicago area. Can furnish the 





best of references as to sales ability and 


SELF-LIFTING PIANO TRUCK CO. sa Ee permnal habia Would copay an 




















eben? . . . agency arrangement, prefer 
FINDLAY. OHIO Utilities Engineering Institute employment as representative A 
404 N. Wells St. 17 W. 60th St. RA-482, Electrical Merchandising 
Chicago, Illinois New York, N. Y. 330 West 42nd Street, New York City 
é 
EMPLOYMENT AGENCY 
a 
GUARD a B TO MANUFACTURERS OF . 
PBOFITS DRAFTSMEN, Designers Engineers, and ELECTRICAL PRODUCTS, P 
many other technical positions now open APPLIANCES AND SUPPLIES. a 
° in New York. Consult employment columns 
with of the New York Herald Tribune, mornings 2 ee FF gg By Road tl 
and Sundays. Write for free booklet “Classes \ pe a te 0 esd ta the 
SAFE of Employment” handled by the better New cares can Grea caeren 
York employment agencies Address New South! u 
HANDLING York Herald Tribune, Dept. 18B, 230 West The plan I have in mind, to do this, is backed by 
4ist St., New York | Cc ity many years experience in executive and consulting t 





eines a work in the electrical industry, utilities and con 

———— ’ 7 sulting electrical engineering. It should be of vital 

; y > interest to you and your associates and is formu : 

REPRESENTATIVE AVAILABLE lated so that it will not necessitate any major a" 
* change in your present sales program. 


seer mee _ —_ May I have the opportunity of outlining this 
NEW ENGLAND DISTRIBUTOR thoroughly " 
experienced in selling and sales manage- Dian? 4 prompt reply will be appreciated as I Y 


Handle your refrigerators, patented quick change ratchet 
ranges, radios, kitchen cab meee 

s2P er : Newly rubber upholstered 
Gets § with ORANGEVILLE th hout Mad 
full rebb hol roughout. ade in con 
wy re er upholstered venient sizes. Write for de 
trucks. The only truck with tails and prices. 





shall leave for the South within the next few 


‘ . ment open for sound proposition for New weeks, Write, phone or wire James Gardner Ross 

ORANGEVILLE MFG co Oran eville (Columbia Co ) Penna England or Connecticut. Carry own accounts man, Imperial Hotel, 32nd St. at Broadway, 
s "9 . e RA-481, Electrical Merchandising, 330 West ~~ 2 GC. BR Be 

42nd Street, New York City 4 
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"MAKE 3-WAY PROFIT 


With this Line 


























10”-12”-16"" 
5 Year 
Guarantee! 


Send for the new Delco catalog 
—see the remarkable profit and 


merchandising opportunities of 
this complete line: 


1. DELCO FANS 
For the quality market. 


2. NORTHEAST FANS 


For the price market. 


3. AIRCIRCULATORS 


For added volume. 


Look into the attractive litera- 
ture we furnish to help you in- 
crease sales. 











APPLIANCE DEALERS 


ATTENTION! 
SAVE MONEY—TIME—LABOR 





It is easier to do it with the New Yeats 
APPLIANCE DOLLY.* 
On refrigerators, ranges, water heaters, 
and washing machines, it cuts the loading 
| and unloading time 80%. With reasonable 
care delivery damage is eliminated com- 
pletely, both to the item being delivered, 
and to the doors, floors, and linoleum, in 
the residence. 
Up or down stairs, on or off the truck . 
use no skids, no extra padding. Save your 
back, and your pocket book. 
: Write factory for address of distributor 
in your territory. 
* Patent Pending. 


YEATS APPLIANCE DOLLY MFG. CO. 
349 E. Ellis St. Long Beach, Calif. 
EOS OSA A TE 
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DISTRIBUTORS 
and DEALERS 


Here’s That Opportunity 


















@ The sale of a refrigerator designed especially for that great 
yet practically untouched market—the millions of farm families. 
Not a new or unproved device, this, but one whose method of 
refrigeration has found thousands of enthusiastic users over 
a period of nine years. 







It is manufactured by a company whose name is a household 
word in rural communities —Perfection Stove Company. It is 
supported by a comprehensive advertising campaign, one phase 
of which is delivering over eighty million advertisements 
directed with rifle-like accuracy to the rural market. 


The SUPERFEX Oil Burning Refrigerator has all the sales 
points: beauty — performance — convenience —and outstanding 
economy of operation. 


Established SUPERFEX distributors and dealers with one accord 
look forward to a harvest of sales this year. Why? The oil 
burning refrigerator idea has been sold—the farmer has made 
his heavy capital expenditures—he has money to spend and his 
mind is turning to home modernization—especially refrigeration. 
















































































Your territory holds thousands of prospects—it may be open 
territory. The proposition to distributors and dealers is a 
generous one. Write or wire for complete information today. 


PERFECTION STOVE COMPANY 
7862-A Platt Avenue, Cleveland, Ohio 


























































This is the 
FIRST BIG PROFIT YEAR 


for Electric Ranges! 


The PIONEER DAYS of 
electric range merchan- 
dising have ended. The 
PROFIT DAYS are here. 


This new booklet illus- 
trated with charts and 
diagrams tells the story 
of the outstanding profit 
opportunity presented by 
the selling of electric 
ranges—right now. 





We'll gladly send you =ECTROMASTER, INCORPORATED 
1803 E. Atwater St., Detroit, Mich. 


this book without cost or Please send me without obligation your 
- . new booklet: ‘‘More Money for You in 1937!" 
obligation. Use the cou- 


pon for convenience. 


Name 





Firm Name 


ELECTROMASTER, INC. Kind of Business 
1803 East Atwater Street Address - 
Detroit, Michigan City State 
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FRANK B. RAE, JR. 


Born San Francisco March 4, 1883—Died Olmsted Falls, Ohio, 
March 20, 1937. 
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The Merchandising Month 8) L. &. Moffott l 


Kansas City Gets the Facts 8) Gerald £. Stedman 2 


Electrical Merchandising's market survey of Kansas City's retail selling 
practices. The second of a series. 


New Homes and Load Building 8y M. £. Skinner 6 


A story of Niagara Hudson in Its Five Star Home promotion. 


What Pushed Lincoln, Nebraska, Into Air Condi- 
tioning 8y T. F. Blackburn 8 


How Lincoln came to be the best air conditioned city in the northwest. 


Milwaukee Likes "Bargain" Electricity 13 
A utility plan that permits customers to double their electric bills at 
one-tenth additional cost. 


Chicago Range Drive Opens -- 0 
Chicago is the last big “virgin” territory left in the country as far 
as the electric range is concerned. Now they've got started. 


When You're Selling a Pig-In-A-Poke 8) Hervey Lindsay 17 
Salesmen that want to know the story on refrigeration insulation and 
justify higher prices, would do well to read this. 


Employee "Tips"... 20 
A system in effect at Public Service of Colorado that resulted in 
$450,000 worth of appliance business last year. 


The Statistical Barometer 24 
Here's some valuable dope on electric washers and ironer sales by 
states, compiled by Marguerite Cook. 


The Plate Glass Fairy Godmother — Or Why Are 
Most Merchants Nertz? 37 


The godmother here is the dealer's show-window and the late Frank 
Rae develops his theme with his usual gusto and humor. 
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industry. Last summer, not in very 
good health, he gave up his Cleveland 
office and continued his writing in a 
siderable period after peace was con-_ pleasant little garden studio near his 
cluded This war experience was home at Olmsted Falls, Ohio. 
something he looked back upon with His death came suddenly; he had 
the greatest pride. worked up to the end. He is survived 
Upon his return from Europe he_ by his widow and leaves a record of 
settled in Cleveland, operating for a honorable and significant accomplish 
number of years an advertising agency ment and a place that will not soon be 
and continuing his writing and con- filled. 
tribution to publications. In all this 
he continued to serve the electrical 


able to get into the regular army he 
joined the Y.M.C.A. overseas staff. 
He went early and stayed for a con- 
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“SAVES 90% OF YOUR ENERGY!” Certainly this is a most 
appealing statement to make to any prospect when showing 





































her a finely built Lovell-equipped power driven washer. Try it! 


Lifting heavy water-soaked garments is a phase of home launder- 


ing about which many women complain. 


From wash tub to rinse water, from first rinse to second, from 





final rinse to wash basket . .. with frequently a third, or bluing 


rinse...is the usual procedure. 





This means that when a woman has to lift the entire weight of wet 
garments each time, she consumes a large amount of her energy 


in operations that have nothing to do with cleaner clothes. 


But, with a Lovell-equipped washer, a woman feeds only the light, 
loose ends of garments to the rolls. The Lovell Wringer then lifts 
the remaining portion and conveys the heavy water-soaked gar- 
ment to another tub or into the wash basket. 


The Lovell method of water and dirt extraction saves 90% 
of a woman’s energy. This is mot guesswork. The saving in 
energy was accurately measured by scores of scientific tests 
made at Case School of Applied Science, Cleveland, Ohio. 


THE LOVELL MANUFACTURING COMPANY 
ERIE, PENNSYLVANIA 
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From washer to first rinse the Lovell Wringer From first to final rinse the garment is then And now je rinse tub to wash basket the gar 
conveys the heavy water-soaked garment with trans ferred—with soiled water, loosened particles ment is delivered with little human ef fort—cleaner 
minimum expenditure of the operator’s energy. of soap, dirt, and lint thoroughly extracted. whiter clothes through Lovell Pressure Cleansing 
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DRIVES FRIGIDAIRE 
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Frigidaire Dealers Everywhere Are Again Smashing All Records! 


@ Far above last year’s great records, Frigidaire sales are climbing for 
all Frigidaire dealers! Not because of luck. Not because of magic. 
But because Frigidaire dealers are cashing in on the 1937 leadership 
they have in product, sales plans, and advertising ! 

@ LEADERSHIP IN PRODUCT! Unchallenged is the new“Super- Duty” Frigidaire! 
With the Meter-Miser! With the patented Instant Cube-Release! With 
the 9-Way Adjustable Interior! With the scores of features that make 


Frigidaire the most salable refrigerator “package” ever known. 


@ LEADERSHIP IN PLANS! Lnequalled are the Frigidaire 
selling plans that crowd dealers’ showrooms with. 
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eager refrigerator buyers! All anxious to see the new “Super - Duty 
Frigidaire that provides ALL 5 Basic Services for complete home refrig- 
eration, and proves it! 


@ LEADERSHIP IN ADVERTISING! L/nsurpassed in appeal to refrigerator buy 


ers is Frigidaire’s dramatic presentation in word and picture. Sales 


compelling advertising intensified by a greatly enlarged schedule o! 
national magazines and local newspapers. National advertising with « 
local wallop . . . going direct to the largest aumber of families ev« 

reached by a refrigerator manufacturer’s nationa 


campaign! 
FRIGIDAIRE DIVISION 
General Motors Sales Corporation, Dayton, Ohio 
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